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UNDERWOOD'S GOLDEN TOUCH CREATES 
A HANDIER, LESS COSTLY ADDING MACHINE... 


ELECTRIC ADDING- SUBTRACTING IN THE PALM OF YOUR HAND! 


In 14 months, Underwood has introduced 5 new * * a compact data processing “package” to 
products to master clear-cut paperwork problems, cut clerical costs in any size company. 
% 4% a desk-size computer for virtually any firm 
The phone-size, all-electric Add-Mate” has beena employing over 100 persons. 
best-seller from the start . . . so neatly does it fit % % an electric typewriter with an entirely new 
the needs of retailers, busy executives, profes- keyboard design to ease typing strain. 
sional men, even housewives. There are more, of course, and still more on 
By selecting universal, clear-cut paperwork the way. For simpler, less costly ways to master 
problems—then seeking simpler, less costly solu- paperwork, call Underwood. The advice you'll re- 
tions—Underwood has developed an extraordi- ceive is based on 64 years of experience. Prod- 
nary line of new products... ucts are backed by over 2000 expert servicemen. 
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The hardest work with the DAV-A-MATIC is carry- pen me es mah ie me Be ee 
ing away the output. This low cost offset duplicator 

is ideal for general office duplicating and adapts per- DAVIDSON CORPORATION 

fectly to systems work. Cuts out costly duplication of Subsidiary of Mergenthaler Linotype Co., 
clerical work . .. and costlier clerical errors! Best for 29 Ryerson Street, Brooklyn 5, N. Y. 
every type of printed communications job where 
short runs of many different items are required every 
day. World’s only offset duplicator that changes its 
inexpensive paper masters automatically, while the 


| want to know more about the 
DAV-A-MATIC. Send brochure. 
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machine is running! Gives you permanent printing- 
quality copies, whether you need 10—or 1,000. 
With DAV-A-MATIC, office duplicating is a clean Title 
operation. No more ink stained hands or clothing. 
And DAV-A-MATIC is as much at home in the center Company 
of your Office as it is in your duplicating department! 
To streamline your paper work, you really need a [] | Address 
DAV-A-MATIC. Write today for the name of your avidson 
local Davidson distributor—and a persuasive bro- City Zone State 





chure. DAvipSON CORPORATION, 29 Ryerson Street, 
Brooklyn 5, New York. | 
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LOOK WHAT the [| director TELEPHONE 








YOU CAN TELEPHONE FREQUENTLY 
CALLED PERSONS in your office or plant 








by pushing the appropriate button... 
and reach others by dialing. 








YOU CAN TALK WITH AS MANY AS 6 
PERSONS simultaneously in a telephone 
conference. Several different conference 








groups can be arranged. 


This revolutionary new office telephone comes 
in two models—one with up to 18 buttons, the 
other up to 30—with any combination of the 
above features. It comes in green, gray, beige 
or ivory with contrasting face plates. Find out 


BELL TELEPHONE SYSTEM (A) 


LETS YOU DO 


BY PUSHING 


= 15m me}, 8: 





YOU CAN ADD ANOTHER PERSON in your 
office or plant to an outside call, then 
stay on the line for a 3-way talk or turn 
the call over to your associate. 














YOU CAN PICK UP CALLS on as many as 
29 outside, extension or intercom lines 
...and you can hold calls on many lines 
if you need to. 














how the Call Director telephone can speed your 
business by improving your communications. 
Call your Bell Telephone business office and a 
representative will visit you at your convenience. 
No obligation, of course. 
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Workshop for management—ideas you can use right now Siar aay eee 
This roundup of management ideas—culled from experiences in firms around 
the country—will make your job easier, your company more profitable. 

Five case reports on how to train distritwitoes. «.... 0.0.00 sa ee ee 30 
Sound distributor training can dissolve costly clots in distribution and build 
a stronger sales program for increased profits. Five cases show how. 

How to use customer opinion to sharpen marketing action. 0000 cceeeeeeseeseeeeees 35 
Your customers can pinpoint the weak links in your marketing plan. Here’s 
how to use their appraisals of your operation to outpace your competition. 

How to shorten the big odds against new product survival Li SAGA Aen 39 
There are big risks in bringing out a new product. But these tips, from firms 
with better than average new product records, can cut your risks. 

How to purge your files of useless records Hie ep errey heey 42, 
This company eliminated 10 tons of unneeded files, sped fact finding, 
achieved total record: control—at low cost. Here’s the method used. 

How to save big tax dollars with a short term trust FPS BLES 45 
With short term trusts, you can reduce income and estate taxes, and receive 
other financial benefits, without permanently relinquishing your assets. 
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motif of Board Chairman H. J. Heinz’s office is simple spaciousness. 
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How do you arrive at 











actorY Scoverage’ 


..-.-. and provide for 
continuously changing costs? 


Value — fact versus theory. When 
you want to be sure of accurate 
valuation of your property in to- 
day’s dollars, you need the service 
of an authoritative appraisal com- 
pany like Lloyd-Thomas to estab- 
lish and substantiate values. 

That is our prime service to you. 

But our service does not end 
with the initial appraisal . . . be- 
cause depreciation and price fluc- 
tuation of replacement costs go on. 
With our Appraisal Maintenance 
Service, we can continually adjust 
the appraisal values to accurately 
reflect today’s changes. In_ this 
way, you keep abreast of your 
current property values at all times. 


If you would like further infor- 
mation on the importance of a fac- 
tual appraisal and our appraisal 
maintenance service, write us. Our 
Lloyd-Thomas representative can 
help you with his specialized coun- 
sel and advice. 


Send for “Lloyd-Thomas 
Appraisal Maintenance 
Service”— a brochure 
which explains how both 
original appraisal and 
appraisal maintenance 
service are rendered — 
available on request only 
to executives and pro- 
fessional men. Write 


Dept. MM. 





tHE LLOYD-THOMAS co. 





RECOGNIZED APPRAISAL AUTHORITIES 
4411 Ravenswood Ave., Chicago 40, Ill. © Offices — Coast to Coast 


FIRST FOR FACTUAL APPRAISALS -~- SINCE 


1910 
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Acme makes the most complete line of visible record 
equipment in the world. Let us show you how to save 
time, labor and money with an Acme Visible Record 
System designed to meet your specific requirements, 
( 
ACME VISIBLE RECORDS, INC. 
Crozet, Virginia 
District Offices and Representatives in Principal Cities 


Bo visiere 
FLEXOLINE CODING 


speeds the availability of 
source material for 


AUTOMATION 


ACME FLEXOLINE CODE LISTINGS provide the 
key cross reference information which speeds the input 


‘data that actuates electronic machines. For ledger, 
' product and customer identification, costs and every 


other procedure that depends on coding, Flexoline is 
the fastest and most efficient reference system. It permits 


_ the operators to accomplish more with less effort, and 


increases the productiveness of the over-all operation, 


Electronic machines produce punched cards 
and tapes at astounding speed. Once punched 
many become permanent records to be used 
over and over again. Acme Visible Records and 
equipment provide for filing and fast finding, 
with SEEABLE indexing that speeds handling 
of this material to keep pace with machines, 











ACME VISIBLE RECORDS, INC., Crozet, Virginia 
We are interested in filing C-359 
[_] Tapes (approx. length) 








[_] Edge-punched cards 

[] LBM, Cards 

[_] Have representative call. Date 
Company 


| 


(Approx. number 
of records) 


Time 








Attention 





Address. 





City 
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Office chairs by the Milwaukee Metal Furniture Co., 101 North Campbell Ave., Chicago 12, III. 


ak Med 


U.S. NAUGAHYDE® and U.S. KOYLON® FOAM 


THE FINEST IN VINYL UPHOLSTERY THE FINEST IN CUSHIONING 


Handsome is as handsome does...and nothing does better than U.S. 
Naugahyde when it comes to handsome, carefree good looks, or U.S. Koylon 
Foam for long-lasting comfort. Your office chairs will look better, serve you 
better if they are upholstered with Naugahyde and cushioned with Koylon. 
Because both Elastic* U. S. Naugahyde and the new Breathable* U. S. 
Naugaweave are not only beautiful and durable, but need the minimum of 
care to keep fresh, clean and new looking. Both are available in a wide 
range of colors, textures and patterns. For the very ultimate in permanent 
beauty and comfort, specify office chairs tailored with Naugahyde upholstery 
and cushioned with Koylon Foam. *Patent applied for 


United States Rubber 


COATED FABRICS DEPT., MISHAWAKA, INDIANA IN CANADA: DOMINION RUBBER COMPANY, LTD. 
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pagemaster® now serves 


Universities in California, Tennessee, Michigan, Maryland, 
Pennsylvania and Delaware get instant contact with key 
personnel with PAGEMASTER Selective Radio-Paging Systems 
by Stromberg-Carlson. 

Coverage is complete throughout the campuses, with sig- 
nals reaching up to a radius of three miles in one particular 
installation. 

Starting with a few dozen receivers, these schools can 
expand their systems to full capacity of over 450 receivers to 
meet growing needs. There is no additional installation cost. 

Key people are equipped with these transistorized pocket- 
size receivers. When any of them is called, but is away from 
his usual location, the telephone switchboard operator sets 
his private signal on the PAGEMASTER encoder (a unit of add- 


‘There is nothing finer than a Stromberg-Car/son’ 


STROMBERG-CARLSON 


six major universities 


ing machine size next to the switchboard) and flips a switch. 

Instantly that individual’s receiver—and only his—re- 
sponds with a pleasant but commanding signal. He picks up 
the nearest telephone and reports. The signal automatically 
repeats every 20 seconds until the call is answered. 

PAGEMASTER selective radio-paging can meet your need for 
fast contact with key people—whether yours is an educa- 
tional, industrial or commercial organization, in one building 
or many. You can have a system tailored to your own re- 
quirements, whether you need just a few receivers—or sev- 
eral thousand. Systems are available for lease or purchase. 

For more information about these installations or on how 
to fit PAGEMASTER to your individual needs, contact us at 
201 Carlson Road. 


, 


| oP 
S| @ 


A DIVISION OF GENERAL DYNAMICS CORPORATION Geng ae on™ 


Pagemaster Sales « Rochester 3, N. Y. 


Electronic and communication products for home,industry and defense 
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no carbon 


“‘NCR PAPER saves more than its cost 


every year, in every department. ”’—wescor, inc., chicoso. i 


“Time is saved in every department through 
the advantages of NCR (No Carbon Re- 
quired) Paper. This rerays the yearly cost 
of NCR Paper every six months. 

“The productivity of our clerical staff is 
increased by the easier and quicker forms 
handling made possible with NCR Paper. We 
do not have to insert or remove carbons— 
nor collate originals and copies. NCR Paper 


ASK YOUR FORMS SUPPLIER ABOUT NCR PAPER 


ANOTHER PRODUCT OF 


THE NATIONAL CASH REGISTER COMPANY, 


forms, Originals and copies, are picked up as 
a unit. And our employees favor the new 
paper because it is clean and produces 
sharper, clearer copies. 

“NCR Paper has proved to be a highly 
profitable investment for us.” 


W.Q. ess aoe 
H. R, letzter, 


Vice-President of Webcor, Inc. 





DAYTON 9, OHIO 


1,039 OFFICES IN 121 COUNTRIES © 75 YEARS OF HELPING BUSINESS SAVE MONEY 


8 
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WEBCOR, INC. 
saves time and money with 
these NCR Paper Forms: 


Project authorization 
Printing work order 
Purchase price request 
incident report 

Package pass 

Material received 
Material returned 

Parts requisition 

Repair order 

Report of closed project 
Purchase order revision 
Charge request 
In-warranty report 
Warranty check request 
Dota sheet 





Warehouse permit 


Material record 
odjustment 


Scrap ticket 
Shipping order 
Tool order 
Statement 
Sub-mfg. order 


Service dept. 
requisition 


leave of absence 
Credit memo 
Shipping memo 
Delivery ticket 
Repoir report 


Change of material classification 
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Every $100 you waste on the Paper Work Monster 
is like burning the profits on $4,160 in sales!* 


*From a study made by Management Research Institute 


New DIT TO*® offset duplicator offers 
the fastest, surest way to put out profit fires! 


Here’s how. The new DITTO L-16 cuts hundreds of dollars off printing bills... 
gives you “print shop” quality on anything typed, written, drawn, or photographed. 
Using low-cost paper or metal mats, it duplicates in black and white or in color, 
on any size of sheet or card from 12” x 14” to 3” x 5’. New features of the 
DITTO L-16 make it especially adaptable to systems work; new master clamp 
speeds up changing of DITTO brand masters, new systems tray handles a wider 
variety of forms, new vacuum drum holds master in place for speedier operation. 
For complete facts, mail coupon. No obligation. 

At the touch of a key, the new DITTO L-16 starts operation, makes copies © ~~" ea ee we aera fe PR ae ee eR oe 

lo a predetermined count, cleans blanket and stops—all automatically ! DITTO, INC., 6876 McCormick Rd., Chicago, Ill. 


Gentlemen: Send me literature on the DITTO L-16 offset duplicator—and 
actual samples duplicated on it. 


i 
{ 
i 
! 
i 
@ 
; Name, Title. 
i 
; PRGGIOOG,x:ine sccinnisinsictsisesineninpactenpicssriaaiccnimisiaaiamtaatyiaia illite caiimenamamamenl 
® j 
; City 


...the helping hand for modern business 
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YOURS 


FOR THE 
ASKING 






These booklets—promotional and otherwise— 


contain ideas of possible profit to you. Each 


item listed will be sent to you without cost. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


Vv 


How to plan an exhibit 


Manpower, Inc. has compiled a 
comprehensive guide for planning and 
conducting exhibits at trade shows 
and conventions. 

In check-list form, it covers 100 
pointers on costs, booth design, prod- 
uct displays, staffing, publicity, follow- 
up of inquiries and other exhibit prob- 
lems. 

Time charts cover steps to take at 
set intervals—90 days previous to the 
show, 60 days, 30 days, and one day 
prior to the opening. 


_ For a copy of “100 Suggestions for 


Convention and Trade Show Exhibit- 
ors,” circle number 299 on the Reader 
Service Card, 
v 
How labels can increase sales 
__ A new 14-page booklet by ‘Denni- 
son Manufacturing Co. treats eight 
important ways informative labeling 
can strengthen marketing activities. 
Titled “If You Could Only Be at 
Every Point of Sale,” the piece is illus- 
trated, easy-to-read and cites down- 
.to-earth cases of effective labeling as a 
link between producer and purchaser. 
For a free copy of this booklet, 
circle number 300 on the Reader 
Service Card. 


vW 
Guide to Sheraton Hotel chain 


. A 96-page guide to all its hotels 
throughout the U. S. and Canada is 
offered by the Sheraton Corp. of 
America, 

Conveniently fadeind: complete de- 
- scriptions of each hotel include con- 
vention, meeting, dining and dancing 
facilities and capacities. The material 
points out that Diners’ Club cards are 
accepted at any Sheraton Hotel. 

For a free copy of this vest-pocket 
guide to Sheraton hotels, circle num- 
ber 298 on the Reader Service Card. 


10 


WwW 


lreland—springboard to trade 


Companies dealing internationally, 
or expecting to, will be interested in 
reviewing a new booklet on Shannon, 
the world’s first and largest tax-free, 
duty-free airport. 

Called “Shannon — Your Base in 
Europe,” it details the many advan- 


tages and facilities of this free trade 


link with Europe. For instance, there 
are no limits on length of storage 
there and goods may be manufactured, 
processed or packaged without cus- 
toms supervision, 

For your free copy of this 16-page 
booklet, circle number 297 on the 
Reader Service Card. 


be it 


Reducing maintenance costs 


“Management Practices That Con- 
trol Costs via Organized Lubrication” 
is a 24-page booklet by the Texas Co. 
It discusses how arid where ‘main- 
tenance savings can be realized—some 
in areas not always associated with 
lubrication. 

The piece tells how to organize and 
delegate lubrication responsibility and 
how to measure the results of such a 
maintenance program. 

For a free copy of this lubrication 
booklet, write to the Texas Co., 135 


. E. 42nd Street, New York City 17. 


WwW 


Lithography and automation 


“The Changing Look’ in Litho, 
U.S. A.,” is a 100% endorsement by 
one union of automation and techno- 
logical progress. 

Published by the Amalgamated 
Lithographers of America, this factual 
report traces the steady growth and 
new techniques of lithography and 
looks ahead to further technological 
advances. 

Although automation may initially 
displace personnel in this expanding 


industry with its 36,000 current mem- 
bers, technological advances in actual- 
ity create new jobs, the booklet states. 

It predicts that tremendous develop- 
ments in chemistry and electronics will 
continue to make lithography the most 
rapidly growing method for reproduc- 
tion of printed matter. 

The modern brochure itself is a 
prime example of excellent lithography. 

For your copy of this 30-page, full- 
color hooklet, circle number 295 on 
the Reader Service Card. 


Ww 


Publication for office girls 


- Here’s an interesting periodical de- 
signed to boost the morale ‘of your 


: office girls and build enthusiasm and 


efficiency in carrying out their jobs. 

A bi-monthly published by The 
Bureau of Business Practice, “Just Be- 
tween Office Girls” contains practical 
business hints and shortcuts written 
with a light touch. 

Quizzes on word usage are included 
and readers are awarded prizes for 
submitting winning solutions to job 
problems presented. 

For a free review copy of this pe- 
riodical, circle number 296 on the 
Reader Service Card. 


wy 
How to use sound films 


Areas where industry can profit 
from the use of motion pictures and 
film strips are discussed in a 20-page 
booklet by Victor 
Corp. 

Sections cover their use as sales 
tools, training aids and as a public 
relations device. 

Also included is a_ list of film 
sources where motion pictures and 
film strips can be borrowed free-of- 
charge or rented at a nominal fee. 

For your copy of “How Industry 
Profits from the Use of Sound Films,” 
circle number 258 on the Reader Serv- 
ice Card. 
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all the facts 
instantly!... 
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ARISTOCRAT KARDEX 


VISIBLE RECORD SYSTEM 


Here is equipment that supports your decisions for improv- ' ig 8 8 OO OOPS LORDS SOOT Or ee eon 
ing business performance. 7 Remington Rand 

It almost literally speaks the facts! Because, no other piece of : = f ; DIVISION OF SPERRY RAND CORPORATION 
office equipment ever devised makes instantly available in so =. fe = Room 1349, 315 Fourth Avenue, N.Y. 10, N.Y. 
organized a way such a comprehensive range of facts and ‘ Please send me FREE booklet KD829 on the 
figures. i : new ARISTOCRAT KARDEX Visible Record 
You simply glance—and colored signals help you decide, Cabinet. 
confidently ... what to do about what—and when! There are 
successful applications for any business function — produc- 


tion, sales, inventory, purchasing, accounting—to list a few. S258 fee COMPANY 


ais = : ADDRESS___ 
Remington. Pland Fae Faures 


F CITY ZONE____ STATE 
lV c F p RRY R RP RATI N a SS 
ee ee eee ' at SEE level ‘ 


NAME & TITLE 
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PAP Ets Pwr) ee 
AUTOMATION AGE 


FROM 
VERSATILE 


1,500 LINES \~_ 
PER MINUTE! 


PRINTED ELECTRONICALLY 
ON CONTINUOUS FORMS! 


S88 eee oe eee oe eee 


Here is automation at work! 

Continuous forms—invoices, orders, 
Statistical records—go through high-speed 
printers faster than the eye can follow. 
Magnetic tape supplies the data—printed 
at the rate of 1,500 lines per minute! And 
Nekoosa makes the paper it’s printed on. 
Paper that must combine strength (for 
dependable, non-stop performance) 

with lightness (for multiple carbon 
copies). Another example of 

the way America Does Business 

on Nekoosa Papers! 


tees OO OKO ee 


NEKOOSA-EDWARDS PAPER COMPANY 
PORT EDWARDS, WISCONSIN 


Mills at Port Edwards and Nekoosa, 
Wisconsin, and Potsdam, New York 
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Company 
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Vice President 
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Walter Weir 
Executive Vice President 
Donohue & Coe, Inc. 
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Vice President & 

General Counsel 
Continental Oil Company 
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Editor 
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Dean, School of 
Business Administration 
University of Michigan 
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Vice President 
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President 
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How much further could 
you go in business if these men 
gave you a helping hand? 


The road to success is a lonesome 
one. 


It can be frightening, too, be- 
cause one wrong turn may lead 
to... nowhere! 


No one can make the trip for 
you. But there are men who have 
travelled the road . . . who have 
already arrived...and who can 
help you chart your course. 
Among this distinguished group 
are the men who contributed to 
the Alexander Hamilton Insti- 
tute’s program. 


While they would be the first 
to admit there are no short cuts 
to success, they do know the 
proven techniques necessary to 
every successful career. They also 
can help you avoid the false starts, 
the frustrating delays, the dead 
ends. 


A few of these men are pic- 
tured on this page. They and their 
colleagues represent leadership in 
every major aspect of business, 
industry and education, banking 
and finance, manufacturing, mar- 
keting, advertising, investments, 
industrial engineering, personnel 
management, and many others. 


These men are qualified to 
help others get ahead in business 
because they know—by experi- 
ence—how it is done, 


If you are anxious to turn your 
dreams of success into actual 
achievements, we believe that the 
program which these outstanding 
leaders helped to prepare can be 
of great service to you. We prom- 
ise no miracles. But the fact 
that the Institute has helped thou- 
sands of men greatly improve 
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their positions and increase their 
incomes speaks for itself, 


SEND FOR “FORGING AHEAD 
IN BUSINESS” 


The Institute’s program is out- 
lined in a 48-page booklet aptly 
titled “Forging Ahead in Busi- 
ness.” It was written for mature 
men who seek —not a magic for- 
mula— but a sound, realistic ap- 
proach to the problems they face 
in trying to achieve success. 


If you are willing to devote one 
short evening to the study of a 
plan that has meant rapid ad- 
vancement to thousands of ex- 
ecutives ...if you would like to 
see for yourself how some of 
America’s leading business and 
industrial executives can help you 
...send for “Forging Ahead in 
Business” today, 


Fill out and return the coupon. 
Your complimentary copy will be 
mailed to you promptly. 





ant pe is, eA Aplin 


1 ALEXANDER HAMILTON INSTITUTE 
Dept. 115,71 W. 23rd St., New York 10, N.Y. t 


5 In Canada: 57 Bloor St.,W., Toronto, Ont., Canada i 
i Please mail me, without cost, a copy of I 
i the 48-page book — 

“FORGING AHEAD IN BUSINESS” 
i POUND s bs 64 6 4.oounocnsasdeibaekt ae } 
© Mies Matis... cnvavaghesobasdaswertas 4 
, Business Address. ..0sssccocseccccosecces 

, : 
J Position.........ssceesevererecesereees i 
I Boma AGGsett. ovicccccctvvesecasavescan i 
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_ don't buy -.. don't “half-lease"’.. 
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FOR ON-THE-SPOT 


| ‘Tlational ease FULL-SERVICE! 


CHECK these reasons for oF cnsting a nationalease firm: Experienced 
nationally, but locally owned. Cost geared to the local area, flexible in 
scope. M Service garages owned, equipped and staffed by the lessor, well- 
managed to effect maximum efficiencies. # Extra equipment always avail- 
able for peak-load or accident emergencies. “ Adaptable to unusual needs, 
special equipment, off-point locations. ~ Reliable— preferred! 


LEASE ean for Profit! nationalease service doesn’t add to your 


cost... it saves! Saves unproductive capital and management 
time you now spend on trucks. All you do is supply the driver, 
then operate the truck as if you owned it. 

Write us for the name of the nationalease company in 
your area, and descriptive brochure. 


ae WATIONAL TRUCK LEASING SYSTEM 


Members in principal cities in the United States and Canoda 
23 E. JACKSON BLVD., SUITE M-3 e¢ CHICAGO 4, ILLINOIS 


(Circle number 129 for more information) 
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Letters 


The case for printed envelopes 


Sirs: If others have the same experi- 
ence as we do with your magazine, we 
feel sure they derive a great deal of 
benefit from the interesting articles 
and the ideas presented, for instance, 
n “Workshop for Management.” 

However, one item “Use blank en- 
velopes for bulky mailings,” (MM,Jan 
59), seems to be a little bit off the 
beam. Being envelope manufacturers, 
we appreciate greatly your boost for 
the idea of using envelopes at all. Yet 
we wish to give you a few facts re- 
garding the cost of printing envelopes, 
which apparently has not been experi- 
enced by the Cleveland Welding Divi- 
sion, American Machine and Foundry 
Co. For instance, you said that print- 
ing the name and address on Kraft 
envelopes almost doubled the cost of 
the envelopes. Here are the facts: 

On 25,000 9-by-12-inch envelopes 
made of 28-pound Kraft, our published 
price is $12.33 per 1,000. To print this 
envelope in one color the charge is 
$1.31 per 1,000. Two colors cost $1.78 
a 1,000. In lots of 50,000, the same 
envelope costs unprinted $11.74 per 
1,000. If printing is in one or two 
colors, the charge is $.89 and $.98 per 
1,000 respectively. 

To go into it a little deeper, suppose 
a publisher had three magazines with 
the same address. The total quantity 
price would apply. But there would 
be a charge of $1.50 for each change 
of name. This $1.50 would be a single 
flat charge per change. In the case of 
our illustration it would be $3 for the 
two changes regardless of the divi- 
sion of the blanket order. In the same 
way, one company with a number of 
branches can secure changes in ad- 
dresses, with the same basic company 
name, by paying a flat $1.50 per ad- 
dress change. 

Quite obviously from these figures, 
we disagree with the advice you have 
given your readers. It may perform 
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MEZZANINE FLOOR 


Wedgwood Room 
Whitehall Room 


Whatever you need for 
your convention, the Sheraton- 
Cleveland has it. 


Sheraton is now ready to go to work for you at the 
magnificent Sheraton-Cleveland Hotel. Formerly the 
Cleveland, this hotel has always been the city’s num- 
ber one convention address. The location is unbeatable 
— right next door to Terminal Tower, in the heart of 
downtown Cleveland, just minutes from the Public 
Auditorium. Over 30 convention rooms or com- 

binations are available for meetings from 25 
“ to 1420 persons, plus 6,000 square feet 
of exhibit area make the con- 
vention facilities of the 
Sheraton-Cleveland 
flexible and practically 
limitless. 












PARLOR FLOOR 


Terminal Room 125 for meetings 


Empire Room 275 for meetings 


For detailed information, con- 
tact Mr. Ralph G. Moorhouse, Sales 
Manager at the Sheraton-Cleveland or Mr. 
Paul Mangan, National Convention Manager, 
at the Sheraton-Park Hotel, Washington, D. C. They’ll 
give you the kind of helpful, straight-from-the-shoulder 
information that you can expect from all the people at 
all the Sheraton Hotels, coast to coast in the U.S.A. 
and in Canada. 


Lobby Floor (not shown) has three magnificent function rooms: The 
Rose Room, seating 130 persons, The Green Room seating 130; and the 
Cleveland Room seating 500. The Green and Cleveland Rooms combine for 
a capacity of 630. 


S) SHERATON HOTELS 


EAST BALTIMORE BUFFALO CINCINNATI SIOUX CITY, lowa AUSTIN PORTLAND, Oregon 
NEW YORK Sheraton- Belvedere Sheraton Hotel Sheraton-Gibson Sheraton-Martin Sheraton-Terrace Sheraton Hotel 
Park-Sheraton PHILADELPHIA SYRACUSE ST. LOUIS Sheraton-Warrior Motor Hotel (opens fall 1959) 
Sheraton-East Sheraton Hotel Sheraton-Syracuse Inn Sheraton-Jefferson SIOUX FALLS, S. D, MOBILE, Alabama 

(formerly the PROVIDENCE BINGHAMTON, N. Y. Sheraton-Carpenter The Battle House CANADA 
Ambassador) : Sheraton-Binghamton OMAHA Sheraton-Cataract 

Sheraton-McAlpin Senpeee-semnere (opens early 1959) Sheraton-Fontenelle CEDAR RAPIDS, lowa © WEST COAST  . 
Sheraton-Russell ATLANTIC SITY MIDWEST AKRON Sheraton-Montrose SAN FRANCISCO icles 
BOSTON ae. CHICAGO Sheraton Hotel SOUTH Sheraton-Palace TORONTO 
Sheraton-Piaza LD, Mass. Sheraton-Blackstone INDIANAPOLIS V ; 

WASHINGTON Sheraton-Kimball Sheraton Hotel Sheraton-Lincoln et are dbo wag or song Coneed Shenton 


Sheraton-Carlton 
Sheraton-Park 


PITTSBURGH 
Penn-Sheraton 
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ALBANY 
Sheraton-Ten Eyck 
ROCHESTER 
Sheraton Hotel 


DETROIT 
Sheraton-Cadillac 
CLEVELAND, Ohio 
Sheraton-Cleveland 


FRENCH LICK, Ind. 
French Lick-Sheraton 
RAPID CITY, S. D. 
Sheraton-Johnson 


Sheraton Hotel 
The Watterson 
DALLAS 

Sheraton -Dallas 
(opens early 1959) 
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Sheraton-West 
(formerly the 
Sheraton-Town House) 
PASADENA 
Huntington-Sheraton 


NIAGARA FALLS, Ont. 
Sheraton-Brock 


HAMILTON, Ont. 
Sheraton-Connaught 
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Call Delta Air Lines, 
or write General Offices: 
Atlanta Airport, Atlanta, Ga. 
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DOOR-TO- DOOR ; See 


MOST COMPLETE ALL-CARGO SERVICE TO AND THRU THE SOUTH 
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Rated by Arthur D. Little, Inc. among top ten planned industrial 
parks in the nation in the facilities, convenience and protection 
it offers industry. For detailed information, write for folder. 


If you are seeking an excellent site 
for a plant, research or engineering 
laboratory, or regional office—send for 
this folder with complete data on the 
Tampa Industrial Park. 

It gives you information on utilities, 
transportation, terrain, protective 
covenants, management, etc. Air photo 
shows six plants now in Park, rep- 
resenting more than $45 million in 
capital investment —Jos. Schlitz 
Brewing Co., Globe- Union, Inc., 


For folder write: W. H. Macinnes, 
Chairman, Committee of 100, 
Greater Tampa Chamber of 
Commerce, Tampa, Florida. 





Anheuser-Busch, Inc., Jackson Prod- 
ucts, Camden Grain Co., and A. S. 
Aloe Co. Map points up Park’s stra- 
tegic location in respect to Tampa’s 
other industrial assets. 

The Tampa Industrial Park is a com- 
munity project, administered by the 
Committee of 100 of the Greater Tampa 
Chamber of Commerce. All inquiries 
receive prompt and confidential action. 

Get the facts on the Tampa Industrial 
Park. Write for folder. 


HILLSBOROUGH COUNTY, FLORIDA 


(Circle number 159 for more information) 
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a disservice to both users and make 
of envelopes. 

We repeat our gratitude for yo 
mentioning the use of envelope 
Should you run across someone wl 
believes he can save money by payi 
for the labor of applying labels 
blank envelopes, we humbly sugge 
you refer such people to our compan 
We might present them with son 
substantial savings not before realize 


WILLSON WHIT 

PRESIDE! 

WHITING PATTERSON CO., IN 
PHILADELPH 


For “popularized” house organs 


sin: While it is true, as David Su 
mers points out in his article, “W1 
waste money on a house organ?” [M! 
Nov. °58] that many employee pub 
cations devote too much space to g« 
sip, the vast majority of the thousan 
upon thousands of these papers are 
inestimable value to their compani 
This despite the fact that editors a 
often frustrated by over-cautious ma 
agement. 

Author Summers may be a consu 
ant, but I’m afraid that most worki 
editors are far ahead of him in th 
evaluation of what makes good readi: 
for the employee. The main purpc 
of an industrial publication, it seer 
to me, is to establish an atmosphere 
friendliness wherein management a 
labor can work to mutual advantas 
This cannot be done solely with ar 
cles on the operation of the busines: 
the human element must be broug 
in, and brought in strongly. 

Mr. Summers aims his barbs at ch 
chat and gossip items, which anyo 
as astute as himself must know all e 
tors dislike. But feature stories on t 
employees’ contribution to the comm 
nity—their travels to far-away plac 
the segments of their lives that z 
interesting but too numerous to be cx 
ered in today’s public press— these < 
the sort of things every wide-awa 
company editor strives to print. 

The plain fact of the matter, too, 
that the machinations of business | 
day are so involved that no single e 
tor can hope to fully explain them 
a manner that would satisfy everyor 
Therefore, wise management publist 
not one but two papers—one stric 
business and highly official, and t 
other, an employee magazine wi 
“popularized” versions of the co 
hard facts. 

Incidentally, I am not the editor 
an employee paper or magazine. 


EDWIN H. ROP 

ADVERTISING MANAG 
BENTSON MANUFACTURING ( 
AURORA, I 
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TAKE ADVANTAGE OF THIS 


SPECIAL FREE OFFER: 


FREE book 


Both are FREE. You merely fill out this postage paid 
reply card and drop in the mails. That's all there is 
to it. The FREE book gives you the exciting facts on 
the Amazing New Office Laminator—the Apeco Ply- 
On—showing hundreds of office applications. The 
Lifetime Identification card—with your own name— 
shows you exactly what laminating is and what it 
can mean to you in your own business. Fill out and 
send card today! You'll be glad you did. 


BUSINESS REPLY MAIL 


No postage stamp necessary if mailed in the United States 


AMERICAN PHOTOCOPY EQUIPMENT CoO. 
Piy-On Division 

2100 West Dempster Street 

Evanston, Illinois 


FIRST CLASS 
PERMIT NO. 226 
EVANSTON, ILL 


ih 





GET THIS NEW FREE BOOK PLUS 
LIFETIME IDENTIFICATION CARD 


This interesting book is filled with a wealth of valuable information 
for every business man. Shows why you need—and can use—the 
new Apeco Ply-On Laminator regardless of the size of your opera- 
tion. Illustrates hundreds of applications plus additional time and 
money saving facts. You get this FREE book—PLUS—a Lifetime 
Identification Card with your own name as a sample of Apeco 
Ply-On Laminating! You'll quickly see the unusual advantages 
found only in this vital new office machine! Send card today! 


American Photocopy Equipment Co. 
2100 W. Dempster St., Evanston, Ill. 
Please send me new free book on the Apeco 
Ply-On Laminator and as an actual sample of 
laminated material, a lifetime executive identifi- 
cation card which carries my own name. 


Name 


Title 


Company Type of Bus. is ; just Fill 
Address_ beatin - _ Out and 
Mail 
Today! 


Civ... , ees i . Zone___ 


in Canada: APECO OF CANADA, LTD. 30 Dorchester Ave., Toronto 18, Ont. 











PROTECT and BEAUTIFY 
PAPERS 


With Permanent 


PLASTIC FINISH 


Right In Your Own Office With ee 
the Revolutionary New , 







































® ALL ELECTRIC pebiene igen: 
Laminator—an entirely 
© FULLY AUTOMATIC new oles tanchiiid-«-pee- 


tects, preserves and beau- 
tifies any paper in a thin, 
tough, transparent film of 
DuPont Mylar. Once through | 
the machine makes papers 
tamper-proof . . . guards them 
from becoming dog-eared or torn 
...no matter how roughly handled. 
In addition it adds beauty and bril- 
liance .. . prestige and impact that 
lasts forever. Grease marks, ink stains, 
finger smudges... all signs of wear just 
wipe away. The cost — mere pennies! 


Get This NEW FREE BOOK plus Lifetime Identification 
Card personalized With Your Own Name! 
| wi me cai 







@ FITS ON THE 
CORNER OF 
ANY DESK 

























ee Book This wonderful book uncovers a host of new ideas on how Macnine 
Apeco Ply-On Office Laminating can improve business pro- 
‘cedures. Shows countless ways it saves time and money in 
Plus many office operations. It's ‘must’ reading for every executive! 
2: a With your FREE book you will also receive as a gift a lifetime, 
tification executive identification card, personalized with your own name 
i as a sample of Apeco Ply-On Laminating. Just fill in and mail 
the attached postcard today! C es 
Card =o. 
Attached Air Mail Postage Paid Reply Card Will Rush \ nny oe ‘ 
Your FREE Book and Identification Card To You! 
st Fill ; Se % 
ut and | = Ns American Photocopy Equipment Company + 2100 W. Dempster Street « Evanston, Ill. 
Mail MARCH 1959 (Circle number 163 for more information) 
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In the world of business figures, the rewards come 
to those who find the most profit-making minutes in 
YolasMmulelstiae 


Month in, month out, from first quarter to last, ad- 
elated tom Colalcom toh imm el (ael(ohiels Mela-Melaall-\alate Me ial-mael || 
profit cycle for well-managed companies like: 


ARMOUR 


Wouldn't this month be a good time for you to explore 
ial sliil-ee toh alate Pm oleclitedollilelialem oleli-lalive] Mel mial-myZelale i: <) 
Riots moll collet irmael (alltel rel as i) ] 


/ 


See the MAN from MON 1°20) 3 


p) for CALCULATING 


(xX) ADDING » ACCOUNTING 
a es DATA PROCESSING MACHINES 





MONROE | 4 DIVISION OF LITTON INDUSTRIES 
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Clip out and route to: 





Workshop for Management 


COST CUTTERS 


EDIT TELEGRAMS 10 
TRIM NEEDLESS COSTS 


ATTENTION TO WHAT YoU SAY and 
how you send it may cut your tele- 
graph costs as much as 20% to 40%. 

Keeping in mind time zones, day- 
light saving areas and office hours 
of companies will get you opti- 
mum service at minimum rates. 

For instance, why waste money 
on a 27 word, full-rate telegram 
sent from Los Angeles at 3:00 p.m. 
to a Boston firm that closes up 
tight at 5:30 p.m.? You can expand 
vour message to 50 words at low 
night letter rates. It will get there 
the next morning. 

When sending several wires the 
same day to the same addressee, 
indicate “Serial” on each. They get 
a special rate. 

Whenever you wire, be brief and 
clear. Here are some tips on how 
to pare excess costs from your tele- 
grams. 

1. Use commas instead of con- 
junctions. Punctuation travels free. 

2. Omit unnecessary articles — 
the, an, a. 

3. Eliminate unneeded references 
—re your letter, retel. 

4. Skip courtesy words like 
please. Telegrams can be friendly 
without adding extra cost phrases. 

5. Use unspaced abbreviations 
and code words. Any five grouped 
letters and/or numbers count as 
one word. 

6. In signatures, forget titles— 
they cost extra. 
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7. Edit all messages to keep 
within minimum word rate where 
feasible. 

8. Don't be afraid to add words 
if needed for clarity. 

9. Appoint a telegram editor to 
review all messages before they are 
sent. 

Western Union has prepared a 
booklet which includes complete 
data on wire services, costs, word 
counts and hints on how to get the 
most for your telegraph dollar. 

For a free copy of “The Story of 
Western Union,” circle number 289 on 
the Reader Service Card. 


PLAN FOR PRODUCTION SLUMPS 
BEFORE AND AFTER SHUTDOWNS 


™ MOST INDUSTRIES report a marked 
decline in production before any 
and every shutdown—whether holi- 
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days, weekends, change-overs or 
whatever reason. 

When scheduling production and 
assigning workers, the following 
cases will serve to underline the 
need for being aware of lower out- 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


put before and after weekends and 
holidays. 

One metal working plant, for 
example, reports output on Monday 
mornings and Friday afternoons 
rarely equals that of other days. 
Warm-up and clean-up time is 
needed for furnaces and equip- 
ment. In addition, workers tend to 
slow their pace during these pe- 
riods. 

Starts and stops of mid-week 
holidays, economist Joseph N. Naab 
states, cause industry a 1.5% annual 
loss in production. International 
Harvester Co., Chicago, says pre- 
holiday slumps vary with the na- 
ture of the day. 

A mid-west machinery manufac- 
turer says its productivity during 
1957 was off 2.5% on every start-up 
day and 2.2% off on every shutdown 
day. 

Lockheed Aircraft Co., Burbank, 
Calif., reports that when Tuesday 
is a holiday, absenteeism is so 
heavy on Monday it is impractical 
to operate continuous production 
lines. 

Careful planning can minimize 
some of the delays and costs in- 
volved before and after shutdowns. 
Sometimes days off can be shuffled 
to boost total output. 


KEEP LIGHTS BURNING 
— AND SAVE 


m= “DON’T TURN OFF THE LIGHTS’ is 
the surprising command on bulletin 
boards throughout two large office 
buildings in Nashville, Tenn. 

The instruction came as a result 
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FULLY T M ATI of research studies and applies to repe 
5 Diehl The Only Modern AU 0 C any fluorescent light fixture. ploy 
( | | | Keeping lights on _ constantly shift 
. out | 
diCulalor ; 
rocco >. a mur 
- : Don’r] | >=— AY wou 
| with (mew If Wan wie 
| OFF THE mJ “<r \ r 

i. \ TWO Transfers LIGHTS\ 2 /L-2#—>* N 
' ‘ SS —— F Lot new 
Bs: PLUS a Memory "tet ZL 1 ASIA thot 
! a buy | ¥ 4 ay) _// ! prov 

>= j— } | “4 } +4 

Increases Calculating Speed! At INGY oO put 
! ° glade time 
Reduces Operator Error! bou 
° ° a CC 

| Model DSR during working hours reduces the $1 
Sea greater electrical cost of turning E 
them off and on. The practice also ni 

Lee was 

actually extends the life of lamps. pes 

© New patented principles eliminate recopying and resetting! the 

® Full back-transfer from answer dials to keyboard SS neg 

gives uninterrupted operation. al 

@ Short-cut pushbutton multiplication. — 


CURTAIL TOLL CHARGES WITH ces 
TIMER AND CHARGE SYSTEM pes 


e@ Keyboard dials prove accuracy at a glance. 
Be sure to see and try inexpensive PLUS Diehl before replacing your present 











equipment. Five models to fit your needs. rae 
eC 
PLUS-DIEML Calculator Division @ AT CLEVELAND WELDING DIVISION, . 
CONTROL SYSTEMS INC American Machine & Foundry Co.. dol 
‘ * long distance telephone charges 
5 Beekman Street New York 38, N. Y. REctor 2-0045 . : pol 
pits Cag anges ve were mounting steadily. 
Representatives in Principal Cities See ate anc 
— To limit the length of toll calls, inal 
(Circle number 109 for more information) 





Letters 
answered 


today! 





==. PITNEY-BOWES 
MAILOPENER 


“= Prtney-Bowes, Inc. 
4574 Walnut Street, Stamford, Conn. 


e-.ortginator of the postage meter... 
offices in 121 cities in U.S. and Canada 
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e Letters answered promptly get 
action earlier, speed orders. The time 
required to open letters by hand can be 
reduced materially, and incoming mail 





distributed sooner 
MailOpener. 

@ A MailOpener snips a hairline edge off 
an envelope in an instant, leaves contents 


if your office has a 


untouched. Works as fast as you can feed 
it—neatly, safely, efficiently. Can handle 
envelopes of any size, thickness or weight. 
Three models, electric or hand. 

e Even in a small office, a MailOpener 
can save time and work. Ask the nearest 
Pitney-Bowes office for a trial demonstra- 
tion in your office—no obligation. Or 
write for a free illustrated booklet. 

FREE: Send for handy desk or wall chart of 


new postal rates, with parcel post map 
and zone finder. 


(Circle number 146 for more information) 
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three-minute egg timers were 
placed by each phone. Stickers ad- 
monished “Be a good egg—limit 
your calls.” 

Then as another deterrent to 
lengthy calls, each toll was charged 
to the department involved. Pre- 
viously these charges were lumped 
anonymously under office services. 

The egg-timer and the depart- 
ment charge devices worked. Both 
number and size of toll charges 
dropped sharply. 

Further, Cleveland Welding no 
longer needs a two-position switch- 
board—so only one operator is 
needed. What’s more, the operator 
has asked for typing to fill in her 
spare time at the less busy board. 


USE LOCAL TV 
TO TALK TO WORKERS 


m A SEEMINGLY COSTLY SOLUTION 
sometimes proves to be the most 
economical method of communica- 
ting with employees. 

Take this case in point. Northrop 
Aircraft President Whitley C. Col- 
lins had an important and timely 
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report to make to his 20,000 em- 
ployees. Covering all areas and 
shifts with personal talks was ruled 
out as a formidable time consumer. 

Another way, a letter at a mini- 
mum of 10¢ each to workers’ homes, 
would cost at least $2,000, and might 
not get adequate attention. 

Never one reluctant to try out 
ideas, President Collins 
thought of television. This media 
proved to be not only more effective 
but less expensive as well. Open 
time for a 3,500 word message was 
bought on a Los Angeles station at 
a cost of $975—a saving of at least 
$1,000 over the mail method. 

Eight o'clock Saturday morning 
was the slot selected. Most employ- 
ees would be home then. Further, 
the outside audience would be 
negligible since the TV station nor- 
mally opened hours later. Employ- 
ees were alerted to tune in by 
reminders of the time and station 
enclosed with paychecks the day 
before. 

More important than the actual 
dollar savings, President Collins re- 
ports, was the gratifying attention 
and response of the workers to this 
novel company report. 


SALES BUILDERS 


USE MULTIPLE PACKS 
FOR YOUR PRODUCTS 


new 


= MULTIPLE PACKAGING has been 
responsible for important sales in- 
creases of many and varied lines of 
merchandise. 

Beer and soft drinks in bottles 
and cans have long enjoyed bigger 
volume by using six-pack carrying 
cartons. Many manufacturers of 
cosmetics and other gift items boost 
sales seasonally by packaging sev- 
eral items together. 

The profitable multi-pack prac- 
tice is spreading. Take this signifi- 
cant case history as an example, re- 
ported by William L. Dempsey, Jr. 
in the Journal of Marketing. 

Sardine sales have been prac- 
tically at a standstill during the 
past few years. Because of this, the 
product was considered ideal for 
the testing of multiple packaging. 

Cans were packed three, four and 
six to a carton, with single cans 


used for control. Results of the care- | 
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fully controlled test carried out in 
Philadelphia supermarkets, showed 
a significant increase in total sar- 
dine sales through multiple pack- 
aging. Incidentally, the three-can 
pack proved to be the best seller in 
this particular test. 


EXPLORE USES OF 
CLOSED-CIRCUIT TV 


= \VHEN COSTS AND RESULTS Of alter- 


television can often do a major 
communications job more effec- 
tively at less cost. 

To cite one case, Eagle Pencil 
Co., Inc., Danbury, Conn., used a 
live telecast to reach over 5,000 
purchasing agents, dealers, sales- 
men and key office people in a 12- 
city hookup. 

Viewers witnessed a one-hour 
quality test demonstration of Eagle 
products. Commentator Walter 
Cronkite also emceed a dramatic 
tour through the plant and labo- 
ratory. 
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make a 
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here's how 
we will 
assist you 


Before you make any decision for your company you 


want the facts! 


We'll give you facts. 


The latest on 


available (and desirable) sites . . . buildings for lease 
. .. up to the minute developments on Electric Power 
and Natural Gas . . . current statistics on available 
manpower, expanded transportation facilities. Industry 


is on the move to the Orlando area. 


We'll give 


you facts, personal assistance in every way. Write 
for our latest brochure and let's get acquainted, 





NAME 


ORLANDO ixonro 


Room 503 City Hall, Orlando, Florida 





ADDRESS 
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How To Get Things Done 
Better And Faster 





BOARDMASTER VISUAL CONTROL 


vy Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 

xv Simple to Operate — Type or Write on 
Cards, Snap in Grooves 


xy Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


yy Made of Metal. Compact and Attractive. 
Over 350,000 in Use 


Full price $49°° with cards 


R é E Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 
55 West 42nd Street e New York 36, N. Y. 
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Award-winning 112-page 


Minnesota 


SITE BOOK 


Site-see from your desk! This factual 
brochure shows with photos latest 
industrial details of 123 Minnesota 
cities, and lists 424 current site areas 
with name of local contact. Write, 
on your firm’s letterhead: 


Dept. of Business Development 
State Capitol, Dept. 431, St. Paul 1, Minn, 
(Circle number 124 for more information) 
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produced by Theatre Network 
Television, Inc., will extend the 
benefits of the demonstration to 
thousands of other buyers, clubs 
and schools in the U.S. and Canada. 

In commenting on the effective- 
ness of the presentation, Eagle Pen- 
cil Vice-President David E. Price 
said, “With closed-circuit TV we 
moved our plant and testing equip- 
ment to thousands of agents and 
customers, instead of vice versa. 
We couldn't have done the job any 
other way as speedily, effectively 
and economically.” 

New engineering techniques and 
devices, and reduced production 
costs, have brought closed circuit 
television within reach of even 
small companies. 

For instance, Louis L. Tyrrell, 
president of Teletalent, Inc., New 
York, predicts stores will soon be 
using live TV for window displays 
and in-store demonstrations. 


PROFIT MAKERS 


SAMPLE AND EVALUATE 
PAPERWORK ANNUALLY 


m ONCE A YEAR have an extra copy 
made of all correspondence and re- 
ports issued during a 30-day period. 
Then review and analyze them 
against a check list for possible im- 
provements and shortcuts. 

Such annual evaluation of paper- 
work has worked well for Reader 
Jack E. Grant. Here are some of 
the review steps he suggests: 

Sort all papers by function, re- 
gardless of origin. This will quickly 
indicate whether departments or in- 
dividuals are overlapping or dupli- 
cating work of others. 

Then review each communication 
against a yardstick, covering major 
purposes, functions and impres- 
sions. These questions may help 
you formulate your own check list: 

1. Does the letter create the right 
impression? 

2. Is the language clear? 

3. Is this report necessary? Can 
it be shortened, consolidated or 
eliminated? 

4. Would a form letter serve as 
well as a dictated letter? 

5. Could automatic typing or me- 
chanical reproduction substitute for 
individual typing? 


6. Was correspondence answered 
promptly? 

7. Do statements reflect current 
policies and plans? 

Time and effort spent in formal 
periodic review usually reduce 
quantity and increase quality of 
paperwork. 


DRAW ON POOL 
OF “HUMAN CAPITAL” 


™ THERE ARE TALENT POOLS to draw 
from when you need a specialist 
for a short-term project or a part- 
or full-time assignment. 

One such course of “human capi- 
tal” is the Fuller Plan. This new 
talent pool was originated by Wal- 
ter D. Fuller, retired board chair- 
man of Curtis Publishing Co. It 
grew out of his conviction that an 
enormous amount of experience 
and capability is left untapped by 
business. 

Fuller's national service has 1,200 
screened specialists currently avail- 
able in 170 business categories. 
Each individual registered has 30 
to 40 vears of successful experience. 

Already 49 companies in 19 
states have drawn on this newly- 
organized talent pool. Many of 
these companies have cited it for 
its ability to locate the person who 
exactly fits the job specifications. 

For instance, Fuller found a 
marketing analyst for a South Car- 
olina client in the hydraulic field. 

An entomologist was located to 
present expert testimony in a legal 
case for a midwest law firm. 

A promotion expert was referred 
to a Michigan food processor to 
plan a 75th anniversary program. 

An experienced paper cup ma- 
chine designer began a production 
improvement program for a Wis- 
consin manufacturer. 

By using services such as the 
Fuller Plan, companies can avoid 
the cost and effort involved in lo- 
cating and screening candidates 
and verifying qualifications. 

Costs are limited and flexible. 
Payment concludes with comple- 
tion of any assignment. Fringe 
benefits, termination and _retire- 
ment problems are obviated. 

A flat “finder’s fee” is paid Fuller 
when a candidate is accepted. An 
added fee of 15% is then assessed 
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on the total amount paid the 
specialist. 

To find out more about the Fuller 
Plan, circle number 288 on the Reader 
Service Card. 


WAKE UP SLEEPERS 
IN YOUR PRODUCT LINE 


m SOME COMPANIES have “sleepers” 
in their product mix. These high 
potential profit makers remain dor- 
mant—sometimes for years—because 
of inadequate analysis of potential 
profit contribution. 

Reliance on conventional ac- 
counting, with its disregard of 
breaking down expenses into fixed 
and variable components, is respon- 
sible for such “Rip Van Winkles,” 
says Vice President Douglas P. 
Gould of Trundle Consultants, Inc., 
Cleveland. 

He urges marketing executives to 
explore both the profit and sales 
potentials of existing products. All 
members of management, he says, 
should think in terms of a profit- 
volume relationship, often called 
the “marginal income concept.” 

Gould defines the marginal in- 
come approach as a control and 
analysis tool which orients varying 
points of view and properly weights 
such factors as fixed and variable 
costs, sales volume, price and break- 
even points. 

Lack of emphasis on high mar- 
ginal income items can lower over- 
all relation of profit to volume, he 
says. Many companies that analyze 
products on a variable cost basis 
find that the greatest profit comes 
from 10% to 20% of their accounts. 

Careful analysis of the profit con- 
tribution of each product, Gould 
points out, can create and extend 
opportunities for added income. 
Attention to profit-volume relation- 
ship will show where to advance 
markets geographically. It can pro- 
vide more accurate selective sales 
goals. It can direct advertising, pro- 
motion and personal selling efforts. 

Profit analysis may uncover need 
for product redesign to widen ap- 
peal to new users. Further, such an 
approach may indicate some prod- 
uct price reductions, Market Con- 
sultant Gould concludes. 
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OXFORD 


4-3 Clinton Road, Garden City, N. Y. 





Simple. Hanging, sliding folders mean less work, 
more speed for every file gal. Finger-tip control of 
all folders increases a gal’s file power, too...makes 
any file clerk a top octane performer. And exclusive 
Pendaflex “Keyboard” selection is geared for peak 
efficiency, new office economy. 

Full details optional at no extra cost when you 
send for free File Analysis. Mail coupon today, 
Oxford Filing Supply Co., Inc. 

Garden City, New York 


FILING SUPPLY CO., INC. 














Please send everything that is free,.,including f, / 
File Analysis Sheet. ” X O oc 
cs ~ 


NAME 





FIRM 





STREET 


CITY. 





L, FIRST 
NAME 
IN FILING 





ZONE STATE 
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thanks to automatic XEROGRAPHY... 





Save up to *500,000 a year, get superior quality, with 
this modern method of reproducing engineering drawings 


A spectacular breakthrough . . . as revo- 
lutionary as the invention of movable 
type and the printing press . . . has be- 
come a reality because of the devel- 
opment of the XeroX® Copyflo® 24 
continuous printer. 

This automatic xerographic machine 
...caricatured above by Artzybasheff 
. +. now provides the full benefits of a 
unitized microfilm system, the modern 
approach to high-quality, low-cost, 
rapid reproduction of engineering 
drawings. 

Original drawings are copied onto 
microfilm, and individual frames 
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mounted in data-processing cards. 
From cards inserted into the Copyflo 
printer, positive prints (or offset paper 
masters) emerge dry, ready for imme- 
diate use—a 24”x36” print every 10 
seconds! 

Where the reproduction of hundreds 

.. or thousands... of different engi- 
neering drawings is needed daily, look 
to automatic xerography and unitized 
microfilm. Write today for Booklet 
X-287 detailing the many advantages. 
Hatori Xerox Inc., 59-188X Haloid 
St., Rochester 3, N. Y. Branch offices 
in principal U.S. and Canadian cities. 
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BENEFITS 

® Quality superior to that of any other type 
of engineering drawing reproduction 

@ Substantial savings, up to $500,000 a year 

e Storage space reduced up to 95% 

e No sensitized paper required 


@ Time between request and print 
dramatically shortened 


@ Reduced-size prints make handling easier, 
slash material costs, cut postage 


HALOID 
XEROX 


MANAGEMENT METHODS 


ARE YOU 


The qu 
exaggel 
salesme 
The An 
men’s e 
sions al 
Case o 
custom 
as a pu 
and wi 
and pe 
The 
gers p) 
Deniec 
pealed. 
of Ver 
“To. 
sentati 
subject 
substai 
facts t 
“The 
manag 
of this 
prospe 
"ee 
made 
a matt 
and, { 
future 
“Th 
that r 
depen 
cated 
courts 
Bat 
298, \ 
Case 
attach 
no dir 
renew 





Note — 
on speci 


MARCH 





we 





DO YOU KNOW THE LAW ON 


Sales Talks 


ARE YOU LIABLE FOR EXAGGERATED STATEMENTS? 


The question —Is a company liable in damages for 
exaggerated statements to customers by its over zealous 
salesmen? 

The Answer —A company is not liable for its sales- 
men’s expressions of honest opinions when such expres- 
sions are not statements of fact. 

Case one-— An automobile sales manager assured a 
customer that the car this customer was considering 
as a purchase “usually got at least 18 miles to a gallon 
and with some drivers more,” and that it was “new 
and perfect in every respect.” 

The car's performance did not meet the sales mana- 
ger’s predictions, and the customer sued for recovery. 
Denied a recovery by the court, the purchaser ap- 
pealed. In affirming this judgment, the Supreme Court 
of Vermont said of representations of this sort: 

“To support an action for fraud or deceit, the repre- 
sentations must be of existing facts relating to the 
subject matter of the contract affecting its essence and 
substance, not matters of judgment or opinion nor of 
facts that will exist, nor of promises. 

“The seller under the circumstances, here the sales 
manager, could not know the operating characteristics 
of this particular car nor the driving methods of its 
prospective purchaser. 

“It can then only be said that such a statement was 
made as, and could only have been intended to be, 
a matter of the sales manager’s opinion or judgment 
and, furthermore, dealt with facts to exist in the 
future. 

“This type of expression is in the same class as those 
that relate to the productiveness of particular land, 
dependent upon estimate and judgment and _ predi- 
cated on data uncertain, if not conjectural, which our 
courts have ruled to be merely expressions of opinion.” 

Batchelder vs. Birchard Motors, Inc., 144 Atl. 2nd 
298, Vermont. 

Case two — A Massachusetts man bought an oil stove 
attachment which the dealer assured him would make 
no dirt, smell or smoke; that it could be used without 
renewal or repair for a year: and that its operational 





Note — This feature is offered as a general guide only. Consult your attorney 
on specific legal problems. 


MARCH 1959 


Universal Atlas Cement Co., subsidiary of U. S. Steel Corp., N. ¥. C. 


Same room, twice the space 
ooo With new, custom-built 


HOWE FOLDING TABLES 


Multi-purpose use of valuable floor space at Universal 
Atlas Cement Co. “decreases space costs, increases 
space usage, improves general operating efficiency.” 
So finds Alwyn W. Ogden, Office Manager. 

HOWE Folding Tables are an important part of Uni- 
versal Atlas’ Multi-purpose room set-up. Handsome 
HOWE Folding Tables fold and unfold in seconds, can 
be handled by one man. 

FREE! Make more efficient use of valuable floor 
space with HOWE Folding Tables. For free informa- 
tion, write for illustrated folder today. 


HOWE FOLDING FURNITURE, INC. 
1 PARK AVENUE, NEW YORK 16, N. Y. 


| HOWE FOLDING FURNITURE, INC., Custom Division | 


’ 


It’s a meeting room 


... then tables are 
quickly stored 
under the projection 








boothand... 
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Custom built for Uni- 
versal Atlas Cement 
Co., this HOWE Fold- 
ing Table has Formica 
top and drop edge. 





































Custom Division 
































1 PARK AVENUE, NEW YORK 16, N.Y. MM-39 : | 
Please send me your free, illustrated folder describing 

custom-built HOWE Folding Tables. ; 

Title | 

| 

Zone State. | 

I snc cieln eeu enemy enh emp unite ae etle/taie diem lassiaaiitaniteinaaaaeatim 







(Circle number 145 for more information) 











15,654,650° 


people with an estimated 
effective buying income of 


$22,446,360,000° 


are within the overnight 
distribution radius of 


JAC KSONVI Bs es I Florida 


Southeast’s great seaport and distribution heart, 
JACKSONVILLE, offers a vast market, people- 
wise and money-wise, to distributors and manu- 
facturers. 

Further, Jacksonville offers many, many plus 
advantages for plant location, branch offices and 
warehouses for a wide variety of companies. 

Find out about Jacksonville’s industrial and 
marketing attractions. A letter today will bring you 
free sound and factual information kit .. . or we'll 
be happy to provide a special survey—fully con- 
fidential—made to your specifications. 


Ideal Every Day for Work and Play 
The City of Jacksonville, Florida 
Electric and Water Utilities 
The Committee of One Hundred 
Jacksonville Area Chamber of Commerce 
604-M Hogan Street Telephone: Elgin 3-6161 


*Source, 1958 Sales Management's Survey of Buying Power 
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ST. PETERSBURG BEACH 


SSlet 


% Directly on the Gulf of Mexico % 200 Magnificent 
Rooms and Apartments at Reasonable Rates 

*% 300-ft. Private Beach % 2 Pools *% Coffee Shop 

% Dining Room % Cocktail Lounge ¥ Delicious Food 
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% All-Star Entertainment % TV and Movie Theatre PERFECT 
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% Free On-Premises Parking Right at Your Door ALL YEAR 


For Color Brochure 
Rates & Reservations 


WRITE — WIRE — PHONE 
JOHN M. ASTARITA, Managing Director 
PA 
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cost was but a half or two-thirds of the cost of wood 
or coal. 

When later this disappointed customer sued to re- 
cover the money he had paid, claiming he had been 
damaged by fraudulent statements of the seller, the 
Massachusetts court, in ruling that he had no grounds 
for a recovery, said: 

“We are of the opinion that all the representations 
which are material fall within what is known as 
‘dealers’ talk’ and are not sufficient foundation for an 
action for deceit. The law recognizes the fact that men 
will naturally overstate the value and qualities of the 
articles which they have to sell. 

“All men know this and the buyer has no right to 
rely upon such statements. The representations that 
the apparatus or invention was of great value, that in 
its use there was no dirt, smell or smoke, that it burned 
a long time and could be run for a small expense— 
are all, in their nature, statements of opinion as to the 
value and utility of the invention.” 

Kimball vs. Bangs, 11 N.E. 113, Massachusetts. 
Case three — A similar instance came before a federal 
appellate court for decision. A sale had been made of 
all the tools, dies and equipment owned by a manufac- 
turer of vacuum cleaner machines. The manufacturer 
recommended these machines for cleanliness, economy 
and efficiency and the purchaser was assured they were 
absolutely perfect in even the smallest details. The 
court ruled: 

“Of the misrepresentations touching the quality and 
powers of the patented machine, these were general 
recommendations, or, insofar as they included any 
specific facts, were not disproved. They raise, therefore 
the question of law of how far general ‘puffing’ or 
‘dealers’ talk’ can be the basis of an action for deceit. 

“The conceded exception in such cases has generally 
rested upon the distinction between ‘opinion’ and ‘fact, 
but that distinction has not escaped the criticism it 
deserves... The expression of an opinion is but the 
assertion of a belief, and any rule which condones the 
expression of a consciously false opinion condones a 
consciously false statement of fact. 

“When the parties are so situated that the buyer may 
reasonably rely upon the expression of the seller's 
opinion, it is no excuse to give a false one. And so it 
makes much difference whether the parties stand ‘on 
an equality.’ 

“For example, we should treat very differently the 
expressed opinion of a chemist to a layman about the 
properties of a composition, from the same opinion 
between chemist and chemist, when the buyer had full 
opportunity to examine. 

“The reason of the rule lies, we think, in this: There 
are some kinds of talk which no sensible man takes 
seriously and if he does he suffers from his credulity. 
If we were all scrupulously honest, it would not be so. 

“But as it is, neither party usually believes. what the 
seller says about his opinions and each knows it. Such 
statements, like the claims of campaign managers be- 
fore election, are rather designed to allay the suspicion 
which would attend their absence than to be under- 
stood as having any relation to objective truth.” 

Vulcan Metals Co. vs. Simmons, 248 Fed. 853, New 


York. 
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THE GLIDDEN COMPANY saves 100% of its machine 


cost yearly with Burroughs Accounting Machines 


Maker of a long line of fine products 
ranging from quality paints and indus- 
trial chemicals to Durkee Famous 
Foods, The Glidden Company assigns 
many key accounting jobs to its 
Burroughs Sensimatic Accounting 
Machines. 


In the various divisions, the machines 
handle receivables, payables and pay- 
roll. At headquarters, one installation 
alone handles salaried payrolls, fac- 
tory payrolls, and all government 
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reports, as well as the preparation 
of complete payroll control figures for 
all branches and subsidiaries 

The Glidden Company people report 
“Burroughs Accounting Machines 
paid for themselves within a year, on 
this application alone.” 


Yes, you can throw any tough ac- 
counting job, or any number of them, 
at a Burroughs Accounting Machine. 
It has the built-in speed, the versa- 
tility and automation to produce fig- 
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ure-facts—and savings—on the double. 


Whether your own accounting prob- 
lem calls for a little help or a lot, 
Burroughs has the data processing 
equipment—ranging from advanced ac- 
counting machines to giant electronic 
computer systems—to bring you re- 
sults fast. 

Call our nearby branch today and 
talk things over. Or write to 
Burroughs Corporation, Burroughs 
Division, Detroit 32, Michigan. 


Burroughs and Sensimatic—TM’s 


Burroughs Corporation 
“NEW DIMENSIONS / in electronics and data processing systems” 
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5 CASE REPORTS ON 


Hiow to train 
distributors 


THIS ARTICLE DETAILS THE 
DISTRIBUTOR TRAINING 
PROGRAMS OF — 


Bell & Howell Co. 


Fatfni: Bearing Co. 
Rudd-Melikian, Inc. 


Esso Standard Oil Co. 


At one of Bell & Howell's traveling training 
programs, two camera dealers study a transparent 
€ demonstration model of the B&H 

electric eye mechanism. 
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Distributor training has become a competitive necessity for many 


manufacturers. They find that by applying sound training action, they can 


dissolve costly clots in distribution channels and accomplish other profitable 


sales purposes. Here are five representative cases that show how it’s done. 


Good training for 
your salesmen is of limited value 
unless your distributors too are 
trained to keep your products 
moving. 

Companies that accept this fact 
and emphasize sound distributor 
training usually get profitable re- 
sults. 

The traditional method of “train- 


ing” distributors, i.e., “wine ‘em, ’ 


dine ‘em, tell ‘em we're great,” is 
fine as far as it goes. But it doesn’t 
go far enough. And the effect wears 
off as soon as your competitor 
throws his next distributor party. 

Distributors are businessmen. 
More than a pleasant night out and 
a pat on the back, they want help 
in making their businesses more 
profitable. From the manufacturer 
whose products they carry, dis- 
tributors want information that will 
help them boost sales, improve 
service, cut selling costs. And they 
want a clear channel through which 
they can communicate problems 
and gripes back to the manufac- 
turer. 

For many manufacturers, dis- 
tributor training has become a com- 
petitive necessity. Those programs 
now in operation vary widely in 
size, structure and cost. Some are 
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packaged in the head office and 
travel nationwide; others are con- 
ducted in the main plant. 

Distributor training programs 
vary most of all in their goals. Here 
are four detailed case examples 
showing how companies have de- 
veloped and used distributor train- 
ing programs to reach different 
specific goals. These cases will give 
you dozens of ideas that you can 
tise to create and implement a dis- 
tributor training program of your 
own. 


CASE NUMBER ONE: New 
way to push new products 


™ Bell & Howell Co.’s distributor 
training sessions are close to the 
traditional “evening out.” B&H has 
kept much of the relaxation value, 
much of the whoop-and-holler. But 
these features have been harnessed 
to power a dramatic and concen- 
trated presentation of new prod- 
uct information and _ key sales 
advantages. 

“A tactical discussion of selling 
at the grassroots level,” is the way 
Robert M. Clark, sales training di- 
rector for Bell & Howell, describes 
his one-evening sessions. 

Packaged in the company’s Chi- 


cago headquarters, the school on 
its most recent tour traveled about 
11,000 miles, covering 17 cities in 
14 states from New York to Cali- 
fornia. It was attended by photo- 
graphic equipment dealers and 
dealer salesmen. 

The school is not in continuous 
operation; it is activated when the 
company is ready to push vigor- 
ously a new line of products. Here’s 
how Robert Clark and his assistant, 
Robert Boint, presented Bell & 
Howell’s 1958 line. 

Each training program started 
with a dinner. Over the coffee cups, 
Clark welcomed his “students” and 
talked briefly about “the three 
necessary ingredients of successful 
salesmanship: enthusiasm,” confi- 
dence and product knowledge.” 
This much was traditional. 

But when he turned to the new 
product line, the mood changed. 
The dealers found themselves not 
just in a pep rally but in a science 
classroom, watching demonstrations 
and technical analyses of the equip- 
ment, joining in experiments, even 
taking a quiz. 

It was more fun than formi- 
dable. Blown-up photographs of 
detailed camera mechanisms were 
abstracted and posted on a felt 
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board for individual analysis. Boint 
climbed into a man-size model of 
an electric eye camera and acted 
out its operations from inside. The 
same camera—this time a real one— 
was used to hammer nails to prove 
its durability, and torn, crumpled 
film was fed through an 8mm _ pro- 
jector in a dramatic demonstration 
of B&H’s Auto Load mechanism. 

Even the quiz was dramatic. 
Names of those present were drawn 
from a hat, and those selected were 
asked questions on the evening's 
training. Right answers won $5, 
wrong answers $1 —all in silver 
dollars. 

Behind the fun was serious, in- 
tensive training; the dealers came 
away confident of increased sales. 


CASE NUMBER TWO: 
A manpower recruitment drive 


= Beltone Hearing Aid Co. set out 
in 1955 to increase sales 400% in 
five years. Franchised distributors 
represented a major obstruction to 
the goal. Here’s why: 

Distributors, although well in- 
formed about hearing problems and 
hearing aids, were less sophisti- 
cated about recruiting qualified 
sales personnel. But an increase in 
distributor sales manpower was 
essential to the expansion drive. 

A Beltone salesman (“consult- 
ant”) must be carefully selected 
and carefully trained. Because of 
the nature of the product—and be- 
cause the purchase is often a family 
affair—he must have not only tech- 
nical competence, but a matureness 
of tact, patience, stability and re- 
liability. To find and attract such 
salesmen was the heart of the re- 
cruiting problem. 

An attack on the problem was 
launched by Beltone’s executive 
vice president, David H. Barnow, 
and the director of organization de- 
velopment, Dr. Verne Kallejian. 
Last year they set up a recruitment 
training school. Fourteen two-day 
conferences were scheduled in 12 
cities—from Boston to Los Angeles, 
from Toronto to Fort Worth. Every 
Beltone distributor was invited; 95% 
came. 

The school combined expert, pin- 
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SHOWMANSHIP 
CREATES IMPACT 


Robert M. Clark, Bell & Howell’s 
sales training director, uses show- 
manship to stir up enthusiasms 
among dealers. At left, a dealer 
is handed a flashlight with which 
to work camera’s electric eye 
mechanism. At center, Clark ex- 
plains diagram of mechanism. 
At right, he shows that quality 
and price equal value. 


VISUAL AIDS ADD MEANING 


Ray Snow, instructor of Fafnir 
Bearing Co.’s distributor training 
school, uses flannel boards and 
dozens of other visual aids to 
add drama and meaning to the 
story he is putting across to dis- 
tributors. Electric console on table 
(at right) gives him remote con- 
trol of slide and film projectors, 
flannel board spotlight and gen- 
eral room lights. 


TOURS WIN PRODUCT 
SUPPORT 


Rudd-Melikian conducts separate 
training programs for dealers, 
their salesmen and their service- 
men. These pictures show dealers 
touring the plant to see how au- 
tomatic coffee dispensers are 
engineered and made, how cof- 
fee blends are taste tested, and 
how ingredients are laboratory 
tested for quality. 
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pointed instruction with do-it-your- 
self practice sessions. This was the 
schedule: 

First day. Barnow opened the 
school with a quick survey of the 
hearing aid market, its potential 
and how Beltone was gearing to 
meet increased sales. Kallejian then 
explained the basics of manpower 
management. 

Preliminaries over, Kallejian sig- 
naled the main bout: a step-by- 
step study of recruitment proce- 
dures. This study was based on a 
copyrighted handbook which con- 
tained hints, samples, forms and 
check lists for recruiting, screening, 
interviewing, inducting and devel- 
oping consultants. 

The steps through to induction 
were traced the first day. Qualifica- 
tions of a good salesman and the 
best means of recruiting him were 
developed in general discussions, 
with no lecturing. 

To examine interview techniques 
more closely, the distributors played 
roles in impromptu interviews (ori- 
ginal, follow-up and_ induction). 
Some distributors played them- 
selves; others took the part of ap- 
plicants, some well-qualified and 


eager, others pure deadbeats. There 
was a general discussion after each 
interview, and the first day was 
over. 

Second day. After a quick re- 
view, the distributors talked over 
the manpower expansion program 
in relation to their own personal 
growth. Then, returning to their 
recruitment study, they exchanged 
ideas on developing salesmen — 
training, supervising and motiva- 
ting them for peak production. 

At this point, Barnow and the 
regional sales director took the floor 
to show how Beltone planned to 
support the distributors locally and 
nationally. Barnow introduced the 
new product line and the projected 
advertising schedule. 

On the basis of these comments, 
the distributors met in “buzz ses- 
sions” — small groups stimulated to 
quick discussion with vigorous 
give-and-take — to re-evaluate the 
company’s manpower program and 
their own place within it. They de- 
cided on individual growth com- 
mitments and, reporting these back 
to the main group, wound up the 
two-day session. 

The company’s goal had been a 


25% increase in sales manpower. 
The result: a 35% increase in dis- 
tributor commitments for additional 
personnel. 

And the enthusiasm generated by 
the school had an immediate sales 
impact. The conferences started 
March 10 and continued through 
April 25, 1958. An all-time high in 
sales was reported in April — and 
topped in May. 


CASE NUMBER THREE: “Down 
to the nuts and bolts” 


® Fafnir Bearing Co.’s distributor 
training school breaks two com- 
mon rules of sales training. First, 
throughout the entire 24-day ses- 
sion, it makes no pitch for Fafnir’s 
own products, but concentrates on 
information that will help the dis- 
tributor sell any manufacturer's 
bearings. Second, it not only ad- 
mits that its products wear out; it 
gives detailed lectures explaining 
why and how. 

This break with tradition lifted 
some eyebrows when the program 
was first announced. Now, in less 
than two vears it has lifted the 


(Continued on page 70) 
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Beltone’s distributor training program was designed to help hearing aid distributors recruit top caliber sales personnel. 
At left, Dr. Verne Kallejian, Beltone’s director of organization development, introduces Joe Gonzaga, a mythical charac- 


terization of the ideal salesman. At right, David H. Barnow, Beltone’s executive vice president, explains why good salesmen 
are the key to profits. 
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Fiow to use 


customer opinion 


to sharpen marketing action 


What are the weak links in your marketing plan? Your customers know—and 


they'll tell you if you ask them in the right way. This article describes a sim- 


ple, tested way to get your customers to pinpoint the specific areas where 


you need sharper marketing action in order to outpace your competition. 
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es Your customers 
know more about your marketing 
program than you do. 

. They can give you the critical 
knowledge of how your sales pro- 
gram shapes up against your com- 
petition. 

There is a simple, tested way to 
obtain this comparison. It is called 
the Customer Appraisal Method. 
[t's a low cost method you can 
apply yourself to locate the weak 
links in your marketing program. 

Here, in a nutshell, is how the 
Customer Appraisal Method works: 

1. Put together a list of all the 
specific facets of your marketing 
program on which you want your 
customers to rate you against your 
competition. 

2. Select a representative group 
of customers to do this evaluation. 
Include both sales influencers and 
sales deciders in each customer 
company. 

3. Interview these customers and 
ask them to rate you against your 
competition on as many as possible 
of the specific facets of your mar- 
keting program. Use an interview 


method that avoids favorable or 
unfavorable bias. 

4. Tabulate the interview find- 
ings in such a way that they will 
reveal the strengths and weaknesses 
of your program. 

Your own salesmen can conduct 
the customer appraisal interviews 
if necessary. Experience with the 
method proves, however, that the 
best results are obtained when per- 
sons other than salesmen do the in- 
terviewing, preferably persons who 
are not employees of your company. 

Figure 1 shows the findings that 
one large industrial firm obtained 
when it used the Customer Ap- 
praisal Method. Over 150 customers 
interviews were conducted — with 
purchasing agents, engineers, pro- 
duction and maintenance people, 
and others in positions to influence 
purchase of the firm’s products. 
Questions dealing with 50 different 
aspects of the firm’s marketing pro- 
gram were asked. When the inter- 
views were completed, the findings 
were tabulated on a _ percentage 
basis. The color bars under each 
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item in Figure 1 indicate the per- 
centage of customer contacts who 
said the company was doing a sales 
job better than its competitors; the 
black bars indicate the percentage 
who said the competitors were 
doing a better job; and the white 
areas indicate contacts who said the 
company was doing about as well 
as its competitors. 

With this graphic presentation 
of customer findings, the company 
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Company does better 
job than competitors 

































































Figure 1 


sales 


was able to see immediately which 
aspects of its marketing program 
needed more attention. 

Before looking in more detail at 
how to apply this method, consider 
these results four companies got by 
using it. 


CASE NUMBER ONE: Better 
sales organization 


eA midwestern manufacturer of 






























































Company is no better than 
competitors 


electrical equipment had _ several 
highly technical product lines. Tra- 
ditionally, every salesman was ex- 
pected to sell every product in the 
line. The sales manager wanted to 
set up two product divisions so that 
salesmen could become specialists 
and provide better technical service 
to customers. He hesitated to make 
the change, however, because a few 
of his branch managers reported 
customers wouldn't stand for it. 
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Company’s sales job is not 
as good as competitors 


“Customers will object to more than 
one company salesman soliciting 
their business,” said the branch 
managers. 

The sales manager decided to test 
this opinion by using the Customer 
Appraisal Method. When the inter- 
views were completed, he discov- 
ered that only 13% of his customers 
were against having two salesmen 
call; more than 28% said his sales 
engineering service was poorer than 
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Figure 1 












































Note 1: These numbers (in color across top of chart) correspond to numbers in the 
company’s customer appraisal questionnaire. Note 2: These numbers (in black 
above color bars) indicate the total customer response to each marketing factor. 


his competition’s. A third of his 
customers said the competition had 
more competent technical sales 
personnel. 

The sales manager concluded he 
would rather explain to a few cus- 
tomers how two salesmen could 
serve them better—than try to ex- 
plain to the majority of his cus- 
tomers why his men weren't up to 
snuff on technical service and sales 
engineering know-how. He made 


the change to two sales divisions. 


CASE NUMBER TWO: Where 
to spend marketing dollars 


= Sound information from custom- 
ers can show where to spend mar- 
keting dollars for best results. 

A firm in the compressor business 
had planned to budget marketing 
funds for additional field sales per- 
sonnel. Before going ahead, man- 
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agement decided to listen carefully 
to the customers’ opinion on the 
existing sales program. Group re- 
sponse from the customer appraisals 
revealed relatively high satisfaction 
with call frequencies and the pro- 
fessional ability of the sales staff. 
The customers said the technical 
competence of the existing sales 
force also was good when com- 
pared to competitive efforts. 

On the other hand, customers 
gave this company black marks 
on sales procedures. Negative cus- 
tomer reactions centered around 
dissatisfaction with the slowness 
and inaccuracy of the company’s 
sales order processing. Based on 
these facts, a switch in the sales 
budget allocations enabled the 
company to speed up the order han- 
dling weakness instead of spending 
funds in an area that already pos- 
sessed high competitive strength. 


CASE NUMBER THREE: How 

to hit the sales target 

@ Several customer appraisals have 
helped management to find out how 
to improve sales policies and sales 
organization. Frequently, for ex- 
ample, companies miss sales vol- 
ume goals when they use new 
distribution channels because they 
trip over old sales policies. Or they 
may favor time honored organiza- 
tion practices that are not adapted 
to the new selling job. 

Such was the case with one com- 
pany selling to both capital goods 
and original equipment mar- 
kets. The company decided it should 
stress such future volume increases 
through emphasis on original equip- 
ment markets. Despite an intensive 
field effort, OEM sales did not 
spurt. Results from a customer ap- 
praisal showed why. The buyers 
had stronger negative reactions to 
OEM sales efforts than to capital 
goods selling in 33 out of 50 areas 
of marketing activity that were in- 
vestigated. The strongest negative 
reactions were against sales pro- 
cedures. 

With this lead, sales management 
traced the bog-down of OEM busi- 
ness to over-all company policies 
and sales procedures. These were 
better suited to the more leisurely 
capital goods selling approach. The 
same policies and organization prac- 
tices just weren't tailored for the 
OEM business where quick quotes, 
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faster delivery promises and on- 
time shipments are the rule. 

Both sales organization and com- 
mercial policies were revamped. 
The OEM sales group now moves 
faster on quotes, pricing and deliv- 
ery and its sales now more nearly 
approach its targets. 


CASE NUMBER FOUR: How 
to balance a sales team 

= Most top managements realize 
that today’s buyer’s market favors 
the firm that can do a balanced and 
coordinated selling job. It is not 
always easy to recognize the spe- 
cific places where technical prod- 
uct development and _ production 
groups can help the sales curve 
upward. Appraisals by customers 
of the total marketing effort often 
show those spots where faulty co- 
ordination of sales with develop- 
ment and production are hurting. 

Sales management in one com- 
pany, for example, was never able 
to measure the value of the mar- 
keting contributions made by the 
companys production and_ techni- 
cal groups. Consequently, it couldn't 
back up its requests for better inte- 
grated support on company-wide 
technical development and produc- 
tion problems. 

Both general and production man- 
agement, on the other hand, felt 
sure that the company was com- 
petitive on design service, promise 
dates, delivery performance and 
product quality. 

Then the Customer Appraisal 
Method got at the facts. Customers 
commented on 39 factors affecting 
the company’s competitive market- 
ing position. There were few cus- 
tomers—only 9%—who said the com- 
pany was sub-standard in those 
selling areas under the complete 
control of the sales department. 
These areas included activities like 
call frequencies, internal coverage, 
personal and technical competence 
of salesmen. There were more of 
the customer group—18%—who said 
the company wasn't competitive in 
areas like pricing, fast quoting, de- 
livery promises and adjustment of 
warranty service. In these areas, 
the sales department had only par- 
tial control of the marketing activi- 
ties. A much larger number of the 
customer group — 37% — rated the 
company’s marketing performance 
inferior in areas completely con- 


trolled by general, technical and 
production management. 

Because appraisals pinpointed 
the need for a balanced selling job, 
the company’s program today pro- 
vides for more integrated market- 
ing. There is now increased atten- 
tion focused on items like executive 
contact, invoicing accuracy, prod- 
uct development and other indirect 
marketing services. The company 
rediscovered that these, too, can 
produce orders. 


HOW TO CONDUCT 
A CUSTOMER APPRAISAL 

It’s always easy to get outrageous 
praise from some customers and 
carping criticism from others. And 
even if you do get unanimity, it can 
be expensively misleading to find 
out, for example, that your custom- 
ers think your deliveries are good— 
without discovering that they think 
your competitors deliveries are 
excellent. 
The facts you need 

The important factors that cause 
customers to buy vary widely from 
industry to industry. However, most 
industrial firms find they win or 
lose sales depending on how well 
the company competes in areas like 
those shown as major headings in 
Figure 1, page 36. These include: 


1. Sales effort. Contact frequency, 
right contacts, executive contacts, 
adequacy of technical representa- 
tives, personal acceptability of sales 
representatives. 

2. Sales policies. Conditions of 
sale, pricing and pricing methods, 
competitiveness of promises and 
delivery performance, service polli- 
cies and terms. 

3. Sales procedure. Speed and 
accuracy of order preparation, or- 
der changes, acknowledgements, 
and follow up information. Accu- 
racy and simplicity in invoicing, 
shipping and receiving papers and 
forms. 

4. Technical service. Technical 
service to manufacturing, engineer- 
ing aid to customer's design or de- 
velopment groups, adequacy of re- 
search assistance. 

5. Product. Quality, product 
range offered, advanced develop- 
ment or design, performance, main- 
tenance costs, and so on. 

(Continued on page 69) 
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mum ff you have an 
idea for a new product in your 
mind right now, the odds are 500 
to one that the product could never 
reach the market. 

That is the national average on 
the mortality of new product ideas. 
In fact, national statistics prove that 
most new product ideas die an 
early death even when they are 
able to survive the obstacle course 
that leads to initial production. Of 
every 25 new products marketed, 
only one lasts for two years. 

To battle such devastating odds 
would be a costly gamble, espe- 
cially for the small company that 
cannot throw limitless resources 
into the game in hope of a future 
payoff. Yet most managers realize 
that new product development is a 
gamble they cannot avoid if their 
companies are to remain competi- 
tive and profitable in the future. 

Fortunately, there are ways to 
shorten the odds greatly. For ex- 
ample, the Small Business Admin- 
istration isolated 200 companies 
that have been repeatedly success- 
ful in launching new products. Of 
every five products marketed by 
these companies, one has become 
a big seller. That’s dramatically bet- 
ter than the national average. 

No mysterious or unique formu- 
las are uncovered by a study of the 
methods used by these 200 compa- 
nies. Study does show, however, 
that the most successful companies 
put major emphasis on the follow- 
ing specific aspects of their product 
development programs: 
= They emphasize pre-testing of 
product ideas with customers. 
= They perfect the product before 
it reaches the market. 

= They make sure their timing is 
right. 

= They confine themselves to those 
areas they know best. 

= They think of the dealer’s needs 
as well as the customer's. 

= They design the package to do 
a six-fold job. 

=# They make sure they can afford 
to finance the product through to 
the break-even point. 

= They continue to test customer 
and dealer reaction after the prod- 
uct is launched. 

None of these ideas is new. But 
experience shows that proper atten- 
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How to shorten 
the big odds against 


new product survival 


You cant take all the risk out of the adventurous job of 
new product development. But if you do enough of the 
right things often enough, profitable new products are 
bound to result. Here are some humble but effective tips, 
based on the experience of firms with new product 


records dramatically better than the national average. 


LET CUSTOMERS GIVE YOU PRODUCT IDEAS 
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tion to them can sharply reduce the 
odds against new product survival. 
Here are some further tips, based 

accumulated experience, that 
will help the small company de- 
velop new products at less risk and 
lower cost. 


on 


Get ideas from customers 


® Your customers and your sales- 
men are your best source of new 
product ideas. The man or woman 
who is using your present products 
knows better than anyone else what 
he wants in your future products. 

Suppose a company makes shoe 
trees, but sales are lagging. The 
research department has been set to 
work to design a new shoe tree— 
one that is lighter, or cheaper, or 
made with a new material. Then 
someone gets the idea that perhaps 
customers can offer some sugges- 
tions for the new product. The sales 
force is instructed to be on the alert 
for new product ideas. 

One salesman calls at a certain 
shoe store where the manager tells 
him that he isn’t going to carry shoe 
trees anymore. 

“Why not’? asks the salesman. 

“Too hard to sell,” replies the 
shoe store manager. “My customers 
say they can't be bothered with all 
that bending over to put shoe trees 
in their shoes at night. They say 
that by the time they take off their 
shoes, they're too tired. Now if you 
could come up with a shoe tree that 
didn't require any bending .. .” 

The salesman sends a report of 
this conversation back to head- 
quarters. The researchers listen to 
the report—and stop trying to de- 
velop just another shoe tree. They 
set to work to design a shoe tree 
rack that can be attached to a closet 
door so that the tired individual 
can simply slide his shoes on sta- 
tionary shoe trees with an easy mo- 
tion and without bending over. 

Now the has a 


company new 
product with real sales appeal. 
This hypothetical example _ is 


greatly over-simplified, of course, 
but the point is that the best ideas 
for new products often come from 
salesmen, dealers and customers. 
Keep your sales force on the alert 
for new product ideas. Some com- 
panies use contests or bonuses to 
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DON’T GET STUCK WITH A POOR PACKAGE 


Es 
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maintain a constant flow of ideas 
coming in from the field. Even if 
you don't get many ideas for new 
products, you are bound to get 
ideas on how to improve your pres- 
ent products. 


Answer these questions 


= A new product idea may die a 
costly death because it was not 
backed by enough research or by 
the right kind of market research. 

The more market facts you get, 
the smaller the new product risk. 
Experience shows that market re- 
search should be designed to pro- 
vide detailed, factual answers to 
questions like these: 

How big a market is there and 
which segments offer the most profit 
potential? 

Is it a 
market? 

Will there be more than one use 
for the product? 

Where is the market? Can pres- 
ent distribution channels be used? 

Will there be many small cus- 
tomers or a few big ones? 

What are the competing products 
and how much do they cost? 

What price for the new product 
will return optimum profits? 

What share of the market can 
you expect to get and hold? 


growing or declining 


Some companies have made the 
mistake of rushing into production 
too soon — before market research 
is developed and completed. One 
company developed a _ dramatic 
new clothes fastener. Initial re- 


search showed a promising market 
and the company rushed into pro- 
duction. Management soon discov- 
ered, however, that it had moved 
too fast. As the early market re- 
search had indicated, clothes manu- 
facturers were indeed enthusiastic 
about the new fastener — but not 
enthusiastic enough to buy it at the 
high price at which it had to be 
sold. The fastener manufacturer 
had overextended itself to get the 
new product on the market quickly. 
When sales failed to materialize, 
the company was left in a crippled 
position. 


| 
Something of value 


m Your new product will be of 
little value to you unless it offers 
something of value to the customer 
— preferably something he cannot 
get now. Before going too far with 
a new product, you should be able 
to give a solid “yes” answer to at 
least one of the following questions: 

Will this product provide some- 
thing of value that does not exist 
now? 

Will it replace a more expensive 
product? 

Will its use be easier, safer, or 
more convenient? Will it save time 
or money? 


A new toothpaste may appear on 
the market that is really new in 
name only. To give life to such a 
product, a huge investment in ad- 
vertising and promotion is required. 
Very few companies can afford to 
spend that kind of money. If you 
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can't, your new products should 
contain a built-in reason for the cus- 
tomer to buy it. 

Incidentally, don’t overlook the 
new product’s possible indirect 
value to your own company. For 
example, in addition to earning 
profits, can the product be used to 
build your company name, and thus 
sell more of your other products? 


Dealer value 


= If the product is one that will 
be sold through distributors or 
dealers, don’t overlook the dealer’s 
interests during the planning stages. 
Before the new product can be sold 
to the dealer. He'll want to know, 
“what's in it for me?” 

In many fields—food, for instance 
—wholesalers and retailers consider 
many new products just a head- 
ache. For the wholesaler, a new 
product may complicate his ware- 
housing and distribution problems. 
For the retailer, the new product 
may mean just one more item to 
squeeze into limited shelf and dis- 
play space. 

To help businessmen determine 
the dealer value of new products, 
the research firm of Foster D. Snell, 
Inc. has devised a series of thought- 
provoking questions. Here they are: 

Will this new product create ad- 
ditional volume for the dealer or 
will it merely cut into his sales of 
present products? 

Will it help him sell additional 
related items? 

Will it be so good that it will be 
easier for him to sell than com- 
peting products? 

Will it be more profitable to deal- 
ers than existing products? 

Will it have a longer shelf life? 
Will it be easier to display and 
handle? 

Will it bring in new customers? 

Will it be sold through new out- 
lets and thus give present dealers 
unpleasant competition that they 
might resent? 

The perfect package 

™ Assume you now have a good 
new product. Preliminary customer 
and dealer reaction is favorable and 
you have identified a_ profitable 
market. One problem that remains 
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to be solved is the product package. 

Some companies emphasize the 
sales value of their package but 
give too little attention to the other 
packaging functions. 

The experts say that the per- 
fect package is one that satisfies 
six different groups: the packagers 
themselves, the shippers, the ware- 
housers, the advertisers, the dealers, 
and the user. 

The package should keep the 
product in perfect condition until 
the actual moment of use. Exten- 
sive research is often necessary to 
make certain the package will ac- 
complish this purpose. 

For example, a glue manufactur- 
ing firm developed a new liquid 
adhesive. It was decided to package 
the adhesive in a collapsible tube 
inserted in a box. The complete 
packaging operation was subcon- 
tracted to the lowest bidder. Soon 
after the product was put into dis- 
tribution, wild complaints began 
to come in from wholesalers and 
retailers. Some of the tubes, they 
said, broke in the shipping cases 
during transit, causing an_ utter 
mess. A check showed that the 
packager was feeding too much ad- 


hesive into tubes that were too thin 
to hold it. As a result, the adhesive 
manufacturer had to recall all ini- 
tial shipments, at significant cost in 
terms of both dollars and customer 
relations. 


Adequate financing 


™ One of the chief reasons for new 
product mortality is inadequate 
finance. The figures show that about 
70% of all new products cost more 
to develop and launch than was 
originally planned. 

The key question to answer is 
whether or not you are prepared 
to support the new product until 
it is able to support itself and re- 
turn live dollars. 

Sometimes it is necessary to fig- 
ure on several years before the 
product is established well enough 
to support itself. 

Pricing is commonly a key factor 
here. Can you price your new prod- 
uct competitively and recoup your 
investment within a reasonable pe- 
riod of time—or would another 
product pay for itself faster and 
thus involve a smaller investment 
and smaller risk? 

Financial problems are often due 

(Continued on page 66) 
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How to purge your files 


of useless records 


This company had to do something about its bulging, disorganized files, but didn’t want 


to spend a lot of time and money on an improved records system. Management took a 


direct approach, asked for expert help, and got a simple, low cost system that eliminated 


20,000 pounds of waste paper, sped fact finding, and offered absolute control. Here’s how. 


me At jefferson Elec- 
tric, we purged our files of useless, 
costly records with a new method 
of records retention, reduction and 
control. The method is simple and 
logical; it could be adopted by any 
company with profitable results. 
This new method relieved us im- 
mediately of 20,000 pounds of waste 
paper and speeded up work by an 
inestimable number of manhours. 


The problem 


Our records problem really be- 
gan 43 years ago, when Jefferson 
Electric began. As the company 
grew, (from 20 employees to 1,300) 
letters, receipts and all the other 
kinds of paper that never get thrown 
out, accumulated according to the 
well known pattern. We never had 
time for a records retention plan. 
Records of minor consequence were 
piled in our fire proof vault while 
vital documents were stuffed into 
the unprotected storage area. A 
record hodge-podge developed that 
made fact finding a temper-trying 
task. 

Finally, we decided we had to 
do something about it. But we didn’t 
want to spend much money or get 
into an elaborate system that would 
take a lot of time and money to in- 
stall. 


The answer 


Emphasizing these restrictions, 
we turned to a file equipment manu- 
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facturer (Diebold, Inc.) with the 
thought that it could provide us 
with some expert ideas and sugges- 
tions. The company willingly pro- 
vided us with a records manage- 
ment specialist from its local 
branch. This person surveyed our 
problem in detail, then offered a 
proposal that was not only low in 
cost and easy, but designed to offer 
absolute control. Incidentally, the 
only equipment that the company 
suggested we buy from them to 
make the system work were some 
inexpensive steel transfer files, shelv- 
ing and index card file segments. 

The only difficult part of the un- 
dertaking was a review and count 
of our existing records. This was 
done for us by the filing equipment 
company’s specialist. The examina- 
tion identified records of specific 
value to the company and gave us 
a means of deciding how long each 
type of record should be kept. A 
complete retention schedule of 
every record type was then pre- 
pared and submitted for legal ap- 
proval. 

It consists of a 10-page indexed 
list of all our records specifying the 
period each type is to be retained. 

Once we had separated the wheat 
from the chaff and knew how long 
we should keep important records, 
we established a simple indexing 
system. Here’s how it works. 


The indexing method 


We control our files simply by 


“drawer units.” This facilitates both 
finding and destruction. Material 
for storage is classified by depart- 
ment and destruction date, then as- 
signed to pre-numbered drawers. 

To index the contents of the 
drawers for easy finding, we use the 
record shown in Figure 1. It is pre- 
pared in duplicate for each drawer 
and the two copies are filed side-by- 
side on a double cardineer desk 
tray. On the left segment bar, the 
original copy is filed by department 
and then by contents. 

This is the primary reference 
record used by the file room custo- 
dian to locate material in the files. 
On the right segment bar, the dupli- 
cate record is filed in numerical se- 
quence by the drawer number, This 
is a cross-reference record. 

The entire file is coded for de- 
struction date by the simple device 
of printing the forms on different 
colored stock. Each of 10 colors 
represents a different destruction 
year. A white form is used to indi- 
cate permanent storage. Thus, when 
the file room custodian indexes a 
drawer of new material coming into 
the files, she selects the color form 
corresponding to the destruction 
year, thus automatically coding the 
system for destruction of records as 
signalled by the card color. 

A suggested system for number- 
ing each drawer for quick location, 
is the longitude and latitude meth- 
od as shown in Figure 2. This 
method allows for future expansion 
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by W. S. Minter, Treasurer 
Jefferson Electric Co. 
Bellwood, Ill. 


of the files either up or sideways. 

Use the number code by row from 
the bottom up. Use the letter code 
by stack from left to right. Hence, 
the entire bottom row in the file 
room is the number one row; the 
entire first stack is the “A” stack. 
Each drawer thus has a combina- 
tion letter and number code for 
finding. 


How the system works 


A department desiring to move 
records into storage makes a written 
request for the needed storage 
space. It is essential that the de- 
partment making the request list 
the contents, lineal inches of the 
contents and the retention periods. 

The file clerk receiving the re- 
quest assigns available drawer 
space (23 lineal inches to a draw- 
er). Records should be grouped as 
closely as possible by the destruc- 
tion date in each drawer. The clerk 
prepares the index record in dupli- 
cate, selecting the color corre- 
sponding to the destruction year. 

The clerk sends the empty draw- 
ers, with numbered labels, to the 
department with the material to be 
stored, and holds the index records 
in suspense until after the drawers 
return. When the loaded drawers 
return and are placed in their shells 
in the stacks, (see Figure 3), the 
index records are placed in the 
cardineer file. The original, which 
is the most active reference record, 
is filed alphabetically by depart- 
ment, by contents. The duplicate, 
which is the cross-reference, is filed 
numerically by drawer number. 

The color-coded index cards af- 
ford an absolute control—with ease 
—over the destruction of records 
no longer wanted. When the time 
comes to purge the files, it’s a 
simple matter to pull all the records 
of the same destruction year color 
from the file and initiate the de- 
structure procedure. 
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THE SYSTEM GIVES ABSOLUTE RECORD CONTROL 
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with numbered labels 
travel to 
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to stacks loaded 
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Today’s most practical approach 


to data processing 


Up-to-the-minute control of costs, inventory, 
payroll, order and sales analysis etc. Now you 
can get that control without great cost or com- 
plexity—with the easy-to-use machines of the 


new Automatic Keysort System. 


Automatic Keysort is today’s only data process- 
ing system that provides for automatic creation 
and processing of original records. Speeding 
vital day-to-day and long-range facts essential to 
sound management, this unique system fits easily 
into your present operations ...is highly flexible 


to future growth and expansion. 


With the Automatic Keysort System businesses 
and service organizations of every size can now 
enjoy fast, accurate data processing on either a 
centralized or decentralized basis. Without re- 
strictive, complex procedures. Without special- 


ized personnel. And at remarkably low cost. 


Your nearby Royal McBee Representative will 
be glad to arrange a demonstration. Phone him, 
or write us for brochure S-500. Royal McBee 
Corporation, Data Processing Division, Port 
Chester, N. Y. In Canada: The McBee Company, 
Ltd., 179 Bartley Drive, Toronto 16. 


NEW 
AUTOMATIC 
KEYSORT 
SYSTEM 
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Keysort Data Punch simultane- 
ously code-notches and imprints 
original records with required in- 
formation for rapid mechanical 
sorting into desired classifications. 


Keysort Tabulating Punch auto- 
matically code-punches quantities 
and amounts as a by-product of 
establishing control totals...then 
automatically tabulates these 
proven records after Keysorting. 
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How to save big tax dollars 


with a short term trust 


by Samuel M. Lipp 


Short term trusts offer you a way to reduce income taxes and estate taxes substantially. 


Such trusts accomplish other financial purposes too. And you don’t have to relinquish 


your assets permanently. Here are the facts, pointedly illustrated by case examples. 


me Short term trusts 
save big dollars for the man in an 
upper tax bracket whose income is 
partly from securities. 

The savings can be both in in- 
come taxes and estate taxes. 

Short term trusts can be used 
for a number of varied financial 
purposes (see box). 

Short term trusts are also known 
as reversionary trusts and 10-year 
trusts. They are provided for in 
Section 673 (671687) of the 1954 
Revenue Act. 

Under provision of the law, a per- 
son can reduce his tax income from 
securities in this way: 

1. Set up a trust for another per- 
son, designed to run for a minimum 
of 10 years, or until the death of 
this beneficiary. 

2. Transfer income-producing se- 
curities to the trust. 

3. Regain possession of the se- 
curities at the termination of the 
trust period. Using this method, the 
tax on income from securities can 
be shifted from the highest level of 
your persu.al income to the lowest 
tax bracket. 

More details follow on the re- 
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PURPOSES OF A SHORT TERM TRUST 


By relinquishing possession of income-producing securi- 
ties for a temporary period, short term trusts can be used 
for tax savings and for such purposes as these: 


1. To create educational funds for children. 
2. To create independent estates for family members. 


3 e To provide for the support of relatives. 


‘g To provide funds with which your child can buy out a 
4. deceased stockholder’s interest in your business. 


5 To replace estate shrinkage due to the loss of the 


e marital deduction in the event of your wife’s death. — 


To provide funds with which to create a suitable in- 
6. surance umbrella for your family. 


7 To provide retirement income for yourself and your 
* family. 
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SPIRIT DUPLICATORS 


PRINT QUALITY COPIES FAST! 


Don’t confuse them with photocopy ma- 
chines. Conqueror Duplicators print 330 
clear, sharp copies in just 3 minutes... in 
1 to 5 colors at once ... of anything typed, 
drawn or written on a spirit master—at a 
fraction of a cent per copy! And the new 
Mark III models are more efficient than 
ever with these outstanding advances: 


1. NEW FEED TABLE—paper separator fin- 
gers eliminate side rubbers and adjustments. 

2. IMPROVED COUNTER—direct gear drive; 
greater accuracy, top visibility conquer waste. 

3. ADJUSTABLE FEED WHEELS—zgrip pa- 
per at outer edges, give positive performance. 

4. FEED TENSION CONTROL-—assures non- 
skip feeding—thin papers to post cards. 
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which raises or lowers copy quickly and 
effortlessly ... Visible Fluid Supply which 
conquers the problem of running dry ... 
simple, positive Fluid and Pressure Con- 
trols ... and the Automatic Start-Stop (on 
electric models) which shuts off the ma- 
chine when the last sheet is printed. These 
and many more exciting features give you 
an outstanding combination found only in 
Conquerors, at no increase in prices! 

Three fine models to fit your needs—two 
electric and one hand-operated. Sold and 
serviced by a nation-wide organization of 
selected dealers, and backed by Heyer’s 56- 
year reputation for superior quality. 


YOU BE THE JUDGE! 


Mail coupon today for new Illus- 
trated Catalog describing complete 
line of Heyer Duplicators and 
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*” FREE TRIAL of a Mark ITI 
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No obligation, of course. 
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quirements of short term trusts, but 
first consider these hypothetical ex- 
amples of how the method can be 
used. 

An executive, age 50, has com- 
bined income that places him in the 
50% tax bracket. He sets up a short 
term trust for his wife, designated 
to run for 15 years. He transters 
$50,000 in securities to this trust. 
The securities are averaging a re- 
turn of 5%, or $2,500 annually. 

The designated trustee purchases 
a retirement income insurance pol- 
icy upon the life of the man’s wife. 
The trustee receives the standard 
$100 tax exemption on the trust and 
pays a tax rate of 20@ on the bal- 
ance of the trust income, or $480 in 
taxes annually. 

During the 15 vears the trust re- 
mains in existence, the tax totals 
$7,200. If the securities had 
mained in the executive's own port- 
folio, the tax at his 50% rate would 
have been $18,750. Thus, by simple 
use of a short term trust, the execu- 
tive has saved $11,550 over a period 
of 15 years. 


re 


To finance education 

Consider another example. This 
hypothetical executive is in the 30@ 
tax bracket and has two young sons. 
He is concerned by the rising costs 
he will face in financing a college 
education for his sons. Then he con- 
siders the fact that infant children 
may have an unlimited investment 
income and still remain taxable de- 
pendents of their parents from a tax 
point of view, provided their own 
investment income is not used to 
support, educate or maintain the 
children. The executive decides on 
this action: 

First, he buys an educational en- 
dowment insurance policy for each 
child at an annual premium cost of 


$600. He gives a policy to each 
child as a gift. 

Second, he establishes a_ short 
term trust for each child, and 


transfers to each of the two trusts 
securities that will earn income of 
$700 annually. The trusts provide 
that the trustee is empowered to 
use income from the trusts to pay, 
on behalf of the children, any pre- 
miums for insurance on the life of 
the children. 

The results of this action are 
obvious. Without the short term 
trusts, the executive would pay a 
30% tax rate on securities income of 
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It 


ing in all 
designed to “fill in the gaps” 


Fundamentals of 
PROFESSIONAL 
MANAGEMENT 


by John G. Glover, New York University 

is a rare executive who has a thorough ground- 
/ areas of management. This book is 
” on every level... 


show you how top companies function ... how 
to organize a department or an entire company 
for maximum efficiency and profit 

PROFESSIONAL MANAGEMENT covers 
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Organization 
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Management policy and directives to manage- 
ment—the difference between them; how to use 
each effectively 

Management planning and sales projections 
Automation—its advantages to management 
Linear and non-linear programming—benefits of 
each system 

Human relations—how to be a good practitioner 
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Meetings—how to make them more productive 
Public relations programs—how to use them 
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Budgetary Control—Executive Reports 
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and 
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section on The Management and Organization of the 
General Electric Company. 
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Should you decide to keep it, the cost is only $6.50 
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$1,400—or $420 annually. By estab- 
lishing two short term trusts, there 
is no taxable income, as these fig- 
ures show: 


Two short term trusts 


Securities income $700 $700 
Personal deduction 600 600 
Trustee exemption 100 100 
Taxable income none none 


Over a 10-year period, the tax sav- 
ing in this case is $4,200. If the 
executive were in the 50% tax 
bracket, his saving would be $7,000. 

Here is one more quick example. 
This executive is helping to support 
an elderly relative. He contributes 
$2,000 annually for her support. 
This income is taxed at his highest 
level. But if he establishes a short 
term trust, using income producing 
securities, the income will be paid 
out to the relative and she will re- 
ceive a 10% standard deduction and 
a $600 personal exemption (or more 
if over 65 or blind, etc.). Upon the 
death of this relative, the trust ter- 
minates and the principal is re- 
turned to the executive. 


All but endless uses 


As these cases indicate, short 
term trusts can be used in an all but 
endless variety of ways. For ex- 
ample, such a trust can be used by 
the executive who lives just within 
the limits of his income and feels 
he cannot afford the insurance he 
needs to adequately protect his 
family. With a properly prepared 
trust, the tax savings can often fund 
a substantial insurance program. 

The key fact about short term 
trusts is that income is removed 
from a high tax level and taxed at a 
low level. If the income from the 
trust is paid out, the beneficiary 
receives a 10% standard deduction 
plus a personal exemption of $600 
or more. Even if the income is accu- 
mulated and not paid out, the trus- 
tee receives a $100 exemption. 

If trust income is distributed to 
the grantor’s wife, there is no tax 
savings. 

In some trusts, best results are 
obtained by accumulating income, 
in others by distributing it. In some 
cases it makes little difference 
whether income is accumulated or 
distributed—as in the case of a child 
whose income from trusts exceeds 
his personal tax exemption. 

The minimum length of time a 


MARCH 1959 








‘ 1 post, 
-. by rail, parcel & 
Whether sig si? ne Baltimore Business 


. . . .. 
pg complete shipping and bil 
a iob all with a single typins- 
in vy 


e the Address 
And NOW yo f new Nashua 
Label to 


ver stick 
DAV AC® adhesive la ne 


in the — 
the package- otto 
all included in your ape a a 
form you eliminate any addi eat 
i lize immediate cash saving 
: typing time, a 
streamlined billing an 


u can includ 


, iracle 0 
th the mirac 
es bels—that 


You can re 
through reduced 
of errors and a 
shipping operation. 
ee ris — call your Baltimore 
been representative (listed 1n the 
am write direct to- BALTIMORE 


nd advice on prac 


tica 
Business For 
Yellow Pages 
BUSINESS Forms Co. 


Baltimore Business Forms 


THE BALTIMORE BUSINESS FORMS COMPANY 


3142 Frederick Avenue, Baltimore 29, Md. 


(Circle number 102 for more information) 


47 








48 


























A:-B-DICK* 


A-B-DICK 
OFFSET 
A-B-DICK 
OFFSET 
A-B-DICK 
OFFSET 
A-B-DICK 
OFFSET 
A-B-DICK 
OFFSET 
A-B-DICK 
OFFSET 
A-B-DICK 
OFFSET 


Double your offset duplicating production. Produce 

10% x 16% inch copy on 11 x 17 inch paper on a 
duplicator that takes less than 9 square feet of floor space. 
Speeds up to 9,000 sheets per hour. Produce two-up 
letterheads, forms, engineering paperwork or 

promotional literature ...in black or brilliant colors. 


The new A. B. Dick Model 360 offset duplicator is 
equipped with amazing Aquamatic control that insures 
precise ink-water balance. Perfect copy quality from start 
to finish ... no time-consuming make-ready. Blanket and 
impression cylinders adjust automatically for different 
master thicknesses and paper weights. Variable speeds 
up to 9,000 copies per hour. Fully automated models 
available for high speed systems work. Call your 

A.B. Dick Company distributor, listed in the yellow 
pages, for information or a free demonstration. 

Or mail coupon at right. 


Achievement through Innovation 
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OMAN STAR OR 


a IELTS PE REET 





Stop worrying 


about forgetting deadlines 











Newest visual control 
keeps schedules current 


Schedule, machines, IBM equipment, jobs, orders, 
deadlines, etc. by writing directly on Mylar sleeve. 
One Rol-a-chart keeps track of 80 items for 84 
hours, 12 weeks, or 12 months. Nothing can be over- 
looked as each deadline moves up to the present. 


No matter what controls you now use or contemplate 


SEND FOR FREE LITERATURE 


with actual size trial chart area. 


Rob-a-chan .. 


Conley, Baltzer & Steward 
494 Jefferson St., San Francisco 9 
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A-B-DICK 
OFFSET 
A-B-DICK 
OFFSET 


Please send full 
information about the 
new A. B. Dick Model 
NL 360 offset duplicator. 





A.B. DICK Company, pvept.mm-39 
5700 West Touhy Avenue 
Chicago 48, Illinois 
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short term trust may run is 10 years. 
It may be extended for additional 
periods of 10 years or more. The 
maximum length of time is for the 
length of the life of the beneficiary. 
This is significant where elderly 
beneficiaries are concerned. 

There is one exception to the 10- 
year minimum for a short term 
trust. When a charity is named as 
beneficiary, a trust may be created 
for as short a time as two years. 

The trust must be established in 
such a way that the grantor does 
not retain powers of beneficial con- 
trol. If he does, the income of the 
trust will be taxed to him. Such in- 
come will also be taxed to him if it 
is used for the support, mainte- 
nance or education of his child, or 
if it is used to pay insurance pre- 
miums on his own life. 

Short term trusts should, of 
course, be planned and drawn only 
with the help of competent counsel. 


Gift tax exemption 


One important feature of short 
term trusts is that they qualify for 
the annual gift tax exemption of 
$3,000 per person, as well as the 
life-time exemption of $30,000. For 
gift tax purposes, the gift is not con- 
sidered to be the principal that is 
temporarily granted to the trust, 
but the right to receive the in- 
come from the principal. Govern- 
ment tables determine the actuarial 
values of these rights. For example, 
the value of a gift of $10,000 for a 
10-year trust is $2,911. The value of 
a trust of $10,000 for 15 years is 
$4,031. 

Additional property may be 
added to these trusts up to 10 years 
of their termination. 

In the event of the death of the 
grantor of a short term trust, the 
reversionary right to the principal 
in the trust is considered an asset 
in the grantor’s estate. The extent 
of value depends upon the period 
of time the trust has yet to run, and 
is determined by government 
tables. For example, if a trust has 
been set up to run for 15 years and 
eight years have elapsed at the 
time of the grantor’s death, the re- 
versionary value would be the value 
of the principal multiplied by 
78.5991%. 

Here is one final example of the 
use of short term trusts. 

(Continued on page 50) 








PROFITS 


TO YOUR COMPANY 





In Mid-America’s famous 


CHICAGO SEMINAR 
March 23 to 26 
Conrad Hilton Hotel 
Chicago 


15 top-name (practical minded) 
experts will give you proven ideas 
—ideas geared for immediate use 
to supervisors and managers in: 


office management 
personnel 

accounting 

systems & procedures 
industrial relations 
machine accounting 
purchasing 


vvvvvVvVv 


The 16th Annual CHICAGO SEM- 
INAR is cosponsored by the Chi- 
cago Chapter of the National 
Office Management Association 
and Northwestern University, and 
is also held concurrently with the 
BUSINESS SHOW —a gigantic 
display of all the latest office 
equipment and electronic office 
machines. 














Bana cata craireamanan No ok eee Free a 
| Clip and mail to OMAC, Dept. MM-3-59 | 
| Office Management Assn. of Chicago j 
] 105 West Madison St., Chicago 2, Ill. | 
Please send me details of the Chicago ! 
| Seminar and Business Show. 
| I 
Name 
| I 
| Address | 
| 
| City State 
| Company | 
| 
= ‘onl 
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NEW RELAXING MASSAGE IN THE PRESIDENT’S CHAIR 


eases 
ensions... 








\Y 
\ \ 
: * HARTER 
‘ MODEL 65-VP 
F EXECUTIVE 
i) POSTURE 
Quality \ 
rotary motor 
creates gentle ee i s 
\ rc. 


CHAIR 


massage 


¥ 






Finger-tip 
control turns 
on and selects 
degree of 
massage 






Rss = 3 ae a 


wd 


relaxes you... refreshes you 


Tensions... decisions ... deadlines got you all tied up in knots? Just lean back 
in a Harter 65-VP Executive Chair, select the Swedish massage action you prefer 
and relax. Cool, extra-deep foam rubber cushions in seat back and arms trans- 
mit massage, gently relieving tensions. In a few minutes return to your work re- 
freshed and alert. The bigger your job, the more you'll appreciate this chair. 


With the massage turned off, you have the aristocrat of all executive posture 
chairs. Five controls fit the 65-VP to you. Nothing has been spared to make the 
Harter 65-VP the finest. Write for illustrated literature. 


Massage action 
also available in 
the Harter chairs 
on the left. 
Each is a top value 
in its price range. 











POSTURE 
CHAIRS 
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A manufacturer, age 35, has a 
wife, age 30, and three children, 
ages eight, five and one. For several 
years he has made gifts of stock to 
his wife. His present combined in- 
come is taxed at a rate above 50%. 

The wife purchases three insur- 
ance policies on the life of the hus- 
band at annual premiums of $600 
each (each policy approximately 
$25,000 preferred whole life). She 
makes a gift of one policy to each 
child. Then she creates three short 
term trusts and transfers to each 
trust an amount of her stock yield- 
ing $700 annually, or $2,100 total. 
The trusts are drawn so that the 
trustee is instructed to pay the pre- 
miums on the insurance that the 
child owns on his father’s life. 

These trusts are 100% tax free. 
Without such trusts, the tax on the 
$2,100 annual income would be 
$1,050, or $10,500, for 10 years. Yet 
if the father dies, each child will 
have a $25,000 insurance estate, 
completely tax free. 

In one sense, therefore, this use 
of a short term trust offers a pos- 
sible double tax exemption for each 
dependent child. The savings in in- 
come taxes financed a completely 
tax free insurance estate for the 
benefit of the children. When the 
trust terminates, the policies remain 
as property of the children. 

There is no limitation on the num- 
ber or variety of trusts a man can 
establish. Each trust is entitled to 
$100 basic exemption. 

The use of the short term trust is 
not tax evasion. It is legal and proper 
to enjoy the benefits offered in the 
laws. If a man fails to take advan- 
tage of his rights, he pays higher 
taxes. It is as simple as that. @ 





ABOUT 
THE 
AUTHOR 


Attorney Samual M. Lipp is an in- 
surance consultant with the Metropoli- 
tan Life Insurance Co. He specializes 
in problems of tax and business in- 
surance in the field of estate planning. 
He has been with Metropolitan since 
1937, and holds the degree of Char- 
tered Life Underwriter. 
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NOW! the GENERAL 


..- revolutionary all new 
high-speed punching machine 


rate Cie ae ety 


Ms PRESTIGE BUILDING. MONEY SAVING GBC naene BINDING within the practical reach of all organizations 


You are an eyewitness to a remarkable change in office binding methods for in the span of a few years 

: \ONS GBC Plastic Sinding has become accepted as the modern way to bind catalogs, reports, manuals. . . 

Ve ~ WEN | DIMENS all types of literature. The many advantages (pages lie flat, turn easily . . . handsome, attention com- 

\W ING pelling appearance . . . longer life . . . ) add up to outstanding benefits for all types of organizations. 

“MODERN PLASTIC BIND Now, the GBC “GENERAL” .. . a research and engineering triumph . . . gives you the ultimate in 

roe electric paper punching for GBC plastic and loose leaf binding. The ““GENERAL” costs no more than 

a 2 an electric typewriter . . . occupies comparable space . . . gives you a convenient, easy to use machine 

‘ for the plastic binding of one book—or a thousand books! Anyone can operate . . . no training is necessary 

. simply plug into any outlet and the ‘“‘“GENERAL” is yours to command! Power packed performance 

is as thrilling as its stunning design would lead you to expect. Enthusiastic users hail the “GENERAL” 
as the necessary heart of any “in plant’’ binding department. 


aa 


Yo Sea beni Lcuseuenell 
’ * 1101 Skokie Highway 


ta] 


° . 2 . 
Station “eeoexs’ Northbrook, Illinois 


| ( Electric Wor 
i] & 


Please send me, FREE and without obligation, your handsome personalized 
plastic bound book ‘‘NEW DIMENSIONS IN MODERN PLASTIC BINDING.” 


Name 
Organization 
Position 
Address 


City 





Introducing the GbC ELECTRO-BINDER 


The greatest advance in PLASTIC BINDING ...Ever! 


Another GBC Engineering and Design Achievement 
OSA 


~ GBC Bound Books LIE FLAT 
pages turn easily 
Bi 


‘all 


Bind ANY SIZE—ANY LENGTH 


Ci 
m 
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St 


An bien “~ 
All-Electric 
GBC Plastic Binding Machine 


— 


You can increase your office tities and “go automatic”’ with A Bind ANY THICKNESS from 3, 
the amazing new GBC 16 EB Electro-Binder. Here is the ultimate to the NEW BIG 2° “SURE-LO 
in modern plastic binding — a touch of the toe and quickly, sere 

smoothly, automatically the plastic binding is open—insert mate- 

rial—another touch of the toe and like magic—the binding swiftly 

closes and the book is handsomely bound. Yet, unbelievable as it 

sounds, the cost of the GBC Electro-Binder is comparable to 

previous manual binding equipment. Is completely simple, posi- 





C 
tive, fool-proof, and compact . . . beautifully styled and designed. r 
The sensational new 16 EB Electro Binder, like all time proven 
GBC equipment, is dependable and guaranteed for lifetime per- 
formance. Speeds up your binding operation—reduces fatigue— ‘ , 
cuts time and costs drastically. Anyone can operate. Truly, the 16 GBC 


EB makes plastic binding as simple as inserting paper into a type- Station 


: sete iY ric Wor 
writer. Here is the closest thing yet to automatic plastic binding. i’ Elect ; 
Ask for a demonstration. You'll see for yourself! tat 





FIRST CLASS 


Permit No. 47 


~ . ; With the same equipment bir 
ee ed _ “New Dimensions in 5 BINDING STYLES inclu 


VIA AIR MAIL | | in Modern plastic and metal loose leaf! 
| BUSINESS REPLY CARD | Plastic Binding 


No postage stamp necessary if mailed in the United States 











- Postage will be paid by- 


GENERAL BINDING CORPORATION 
1101 Skokie Highway 


Northbrook, Il. Outstanding Strength—Durabi 
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Thought 
starters 


OFFICE REMODELING 





Move on the double 
without disruption 

Kidder Peabody & Co., New York 
City investment brokers, needed 
more space and needed it fast. Of- 
fices were already scattered on vari- 
ous floors at two locations—the 
Stock Exchange Building and 20 
Broad St. 

Renting quarters in a third build- 
ing seemed to be the only answer. 


Converted balcony is answer to space 
needed for series of executive offices. 


However, when General Desk Co., 
New York City, was called in to 
study the problem, it found a more 
convenient and less costly answer 
to sorely needed space. 

In short order, a little used bal- 
cony was converted into offices for 
35 executives. In ail, a total of 105 
people were relocated. The whole 
complex job of complete remodel- 
ling, reshuffling of personnel and 
actual moving was accomplished 
over the weekend, without disrupt- 
ing the quick pace of investment 
operations. 

Well-instructed crews performed 
their tasks of tearing down and re- 
building rooms, installing commu- 


MARCH 1959 





Mailing 
mistakes 
cost more! 


With postal rates now up 33%3 
per cent, you can’t afford an 
inaccurate mail scale. If the scale 
overweighs—at 4¢ a letter—it can 


| lose you a lot of money in a year. 


If it underweighs, and your mail 


} 
| 
| 








arrives “Postage Due,” the 
recipient must pay the extra 


postage—and you lose in company 


reputation and good will. 
Get a Pitney-Bowes mailing 
seale that’s dependable, saves 


| postage, avoids embarrassment. 


PITNEY-BOWES 
Mailing 
Scales 


Tea (Us 


PITNEY-BoweEs, INC., 
4576 Walnut St., Stamford, Conn. 


Originator of the postage meter...offices 


in 121 cities in U. S. and Canada. 




































Every PB scale is precision built, 
to stay accurate. It acts fast, gives 
you exact register. Chart markings 
are widely spaced, never leave you 
in doubt. Figures are large and easy 
to read. Weighing mail is faster and 
easier. 

There are PB scale models for 
every office, large or small, including 
a parcel post scale of 70 lb. capacity. 
Ask the nearest Pitney-Bowes office 
for a demonstration, or send coupon 
for free illustrated booklet. 


FREE: Handy desk or wall chart of 
latest Postal Rates, with parcel post map 
and zone finder. 


a oe oe 2 6 6 2 ee ee 2 ee ae Se 


PirTNEY-Bowes, INC. 
4576 Walnut Street 
Stamford, Conn. 


Send free booklet CF rate chart 


Name 4 a 





Address Barer 8 RS Tie ato, 
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H. F. SCHUSTER, Supervisor 
Machine Accounting. 





EMPLOYEES find Nationals extremely easy to operate. 


“Our Calional System 


saves us *20,000 a year... 


returns more than 76% annually on investment.” 


—The Kansas Power & Light Company, Topeka, Kansas 


“Our new National System has pro- 
duced savings far greater than we had 
anticipated,” writes H. F. Schuster, 
Supervisor of Machine Accounting for 
The Kansas Power & Light Company. 
“Since installing National wired add- 
ing machines and punched tape record- 
ers in sixteen of our principal offices, 
we have reduced labor costs, cut ac- 
counting time, postage and paper costs, 
and greatly reduced errors. 

“The accuracy-insuring features of 
our National System enable us to re- 
duce reported billing errors to an av- 
erage of only six per month in billing 
over 220,000 customers and making 
more than 285,000 calculations. With 
the National punched tape, manual 
key-punching and verification of cards 


are eliminated— resulting in time and 
money savings of approximately 
$20,000 a year. 

“We have also found that mailing the 
lightweight NCR punched paper tapes 
from our branch offices to the main of- 
fice (instead of the previous heavy 
transmittal cards) saves us approxi- 
mately $5,000 annually in postage. 

“We figure our National System 
saves us at least $25,000 a year... re- 
turns more than 76% annually on our 
investment.” 


Mian Abhla> 


Supervisor of Machine Accounting 
for The Kansas Power & Light Company 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 75 YEARS OF HELPING BUSINESS SAVE MONEY 


o4. 
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OFFICES OF The Kansas Power & 


Light Company, Topeka, Kansas. 








Your business, too, can enjoy the in- 
creased efficiency and economy made 





possible by a National System. Na- 
tionals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. National's 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. 

(See the yellow pages of your 3 ~e 4 
phone book.) 





“TRADE MARK REG. U.S. PAT. OFF. 


ADDING MACHINES + CASH REGISTERS 
ACCOUNTING MACHINES 


ncr PAPER (No Carson ReaquireD) 
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nications, air conditioning, lighting, 
sound proofing, furnishings and 
decoration all in just over 40 hours. 


VISUAL AID 


Vest pocket visual aid 
Kit has many uses 


Filmcard Vue-Dex system is a 
new sales aid which combines color 
transparencies mounted on’ cards 
imprinted with any message or 
illustration. This visual selling de- 
vice comes complete with a collaps- 
ible viewer. No other equipment 
need be carried to make a sales 
presentation. 

The carrying kic, the size of a 
wallet, will accommodate up to 100 
cards plus the viewer. Designed by 
the Taylor Merchant Corp., the 
Vue-Dex cards can also be used as 
self-mailers, order forms, question- 
naire or return reply cards. They 
can also be adapted for use with 
any data processing system. 

For a sample packet containing a 
viewer, a visual sales card with color 
transparency, the carrying case and 
descriptive data, circle number 302 
on the Reader Service Card. 


NEW PRODUCTS 





New recorder imprints both 
payroll and job time cards 

Since the new 4,000 Series La- 
them Time Recorder prints along 
the edge of a form, it serves for 





New time recorder can be placed 
on desk or mounted on the wall. 


both payroll and job time record- 
ing. 

offers 
standard or continental hours, with 
day of week or month and date, 


Choice of registrations 
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with minutes, tenths or hundredths 
of an hour. Registration can be ac- 
tivated manually by push plate or 
automatically on card insertion. 

The engraved type wheels carry 
a lifetime guarantee and the com- 
plete unit has been Parkerized 
against rust. The steel case has a 
grey non-glare finish. 

To make it more functional, the 
new 4,000 Series Lathem Time Re- 
corder features an oversized flush 
clock with curved unbreakable 
crystal. Clock hands are red for 
greater visibility. 

For more details, circle 266 on the 
Reader Service Card. 


New Bell telephone combines 
outside and internal system 


“Call Director” is a new Bell tele- 
phone that has both a standard dial 
for outside calls and a push-button 
system for interoffice use. 

With this space-saving unit, a 
touch of a button can connect other 
office phones, arrange a conference 
or add on other extensions to in- 
coming calls. Push buttons light up 
to indicate incoming calls, lines in 
use and “hold” calls. 

Two models are available—one 
with 18 push buttons, the other 
with 30 buttons. Compactly styled, 
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(1) Snap it...see it! (2) Slip it into a mount, and (3) project it as big as you want. 


YOUR MESSAcE 
ON THE ScReEy 


1N 


Polaroid Corporation Announces 





QUICK, EASY WAY TO MAKE SLIDES 


Now with a standard Polaroid Land Camera, you can make 
slides for Sales Meetings, and project them immediately. 


Polaroid Corporation has perfected a film 
which produces black-and-white slides right in 
a regular Polaroid Land Camera. Just click 
the shutter and two minutes later you have a 
slide ready for projection. 


These on-the-spot slides can help you tell 
a picture story to everyone— prospects, exist- 
ing customers, the field selling force, manage- 
ment. A versatile Copymaker is available to 
make slides from any text, existing photo- 
graphs, charts, graphs or titles. Or, if you 


wish. you can take the camera into the field to 


photograph products, displays, and other 
material. 
Two sizes. are available—2% x 2%, and 


3% x 4 for use in existing “lantern slide” 


projectors. 


hese slides cost about 4 as much as con- 
ventional slides. But the real saving is in the 
time and effort that it takes to put any 
picture on the screen. Send in this coupon 
for detailed information, plus booklet, “On 
Your Feet,” loaded with hints for your 
next speech. 


Polaroid Corporation 
Dept. MM-3, Cambridge, Mass. 
Please send me detailed information on the 
new Polaroid transparency system. 


NAME 
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WHEN 

SHOULD 
YOU BUY 
A MACHINE 
LIKE THIS? 






Photostat® Photographic Copying Apparatus, Junior Continuous A, 
one of 3 models ideally suited for volume “in-office” photocopying. 


All the evidence says: Quite a bit before it seems to be a wise move. 

If, coming from us, that statement has a self-serving sound, bear with 
us for a moment. 

Believe it or not, you will find it profitable to install such a unit when 
your estimated volume comes within 60% of justification. (Photostat Pho- 
tographic Copying Apparatus works so dependably that you can figure 
accurately what each photocopy is going to cost.) 

This is why it’s profitable to be forehanded. As soon as your staff mem- 
bers realize that, by pressing a button, they can get quality copies every 
time at known costs, your volume of photocopy work rises sharply. What 
seemed to be a doubtful accessory soon proves to be an economic necessity. 

Photostat Corporation specializes in copy methods for modern business. 
A Photostat Corporation representative — handling photocopy, microfilm, 
and offset equipment — can help you choose the system or combination of 
systems that will best serve your needs. 







Your key to complte copy satixfaction \PHOTOCOPYING 





OFFSET 
PHOTOSTAT Hig 
REG. Us. part. ore MICROFILM 
EQUIPMENT 


PHOTOSTAT CORPORATION 
P.O. BOX 1970 MM e- ROCHESTER 3, N. Y. 
PHOTOSTAT 1S THE TRADE MARK OF PHOTOSTAT CORPORATION 
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the telephone comes in a choice of 
colors—ivory, beige, green or grey. 

For more details on the Call Direc- 
tor, circle number 301 on the Reader 
Service Card. 


Forms detacher is portable 
for “on-the-spot” use 


Speeditacher is a new type con- 
tinuous forms detacher developed 
by Moore Business Forms, Inc. It is 
designed especially for limited runs 
of forms, varying sizes of forms, or 
to supplement heavy duty detach- 





New Portable Moore unit detaches 
100 continuous forms per minute. 


ing equipment during peak periods. 

Portable, the unit can be easily 
set up without any special fittings 
or connections wherever detaching 
work is needed. Compact, the ma- 
chine occupies about two by two 
feet of space. 

For more details on the Speedi- 
tacher, circle number 287 on_ the 
Reader Service Card. 


NEW SERVICE 








Now you can charge 
Dictet recorder service 


Any executive with an American 
Express credit card can now charge 
the rental of a Dictet recorder at 
any Dictaphone office. 

For instance, you can rent a Dic- 
tet in Chicago, use it en route to 
New York, then turn it in at the 
New York Dictaphone headquar- 
ters. 

The service costs $20 the first 
week, $15 each succeeding week, 
and $20 for each succeeding month. 

Should you decide to buy the re- 
corder, any rental fees paid would 
apply toward the purchase price. 
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See eee ome SMUDGE 


MADE AND GUARANTEED BY THE MANUFACTURER OF THE FAMOUS . h 
EASY WRITING ROYAL — WORLD'S NO. 1 TYPEWRITER Get crisp, snarp 


P H T Y . -. 
ROYAL McBEE CORPORATION, PORT CHESTER, N copies every time! 


Roytype’s new, top-quality carbon paper, especially 
FREE SAMPLES... ee SAS PAE he! EE eer Oh SAGES 3 OREEP 
suited for electric typewriters, is a real whiz at improving 
on request! Just fill out the looks of your copies. 
and mail this coupon . a j ‘ ht 
(clipped to your letter- Sheet after sheet, you get a clear, sharp finish with no 
head) —or call your Mr. blurs or smudge. Doesn’t slip or curl—-and it’s longer 
“sl : A oi wortyys lasting. Roytronic (TM)* is plastic-coated and its ink 
¢ esc « ec. e . . 
formula includes pure, imported carnauba wax that 
eliminates ‘‘tracks’’ on your copies. Carbon-Keeper Box 
slips neatly into stationery slots of desk drawer. 
eeeeeeeereeeeeeeeeeeeeereeeeoeeeeeeeeeeeeeeeeeeeeeeeeeee ew 
® 
ROY YPE Royal McBee Corporation 
carbon papers, ribbons, 
quality supplies 
for all business machines 


Department H, Port Chester, New York 
Please send me FREE samples of your new ROY TRONIC Carbon Paper. 


Your Name 


Firm Name... 
Products of Royal McBee Corporation, S Add 
° 4 . Street aadress 
World’s Largest Manufacturer of Typewriters. 


*Trademark of Royal McBee rp. Copyright 1959 Royal M« 
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WHERE HE WORKS 


Subtle elegance for the 


THE MAN 
H. J. Heinz Il 
Chairman of the Board 


THE COMPANY 
H. J. Heinz Co. 
Pittsburgh 


THE DESIGNERS 
Skidmore, Owings & Merrill 
New York 


THE DECORATORS 
Knoll Associates 
New York 

















There's an air of subdued richness throughout the Pitts- 
burgh offices of Board Chairman H. J. Heinz IL. The sixth-floor suite in the 
new eight-story Heinz Research Center reflects the taste of a sensitive man— 
aware of the niceties of environment. The over-all atmosphere is one of quiet 
warmth—conducive to tension-free work, discussion or relaxed dining. 

Major work and conference areas art separated by a “convenience core,” 
containing kitchen, closet and completely equipped bath. Nearby the func- 
tional yet elegant suite is a richly furnished private dining room. 

Grey tinted glass and vertical venetian blinds give a glare-free panorama 
of the Allegheny River, the staccato accent of Pittsburgh’s Golden Triangle 
skyscrapers. 

The luxurious four-in-one suite of Grandson Heinz is not far from the 
spot where Founder Heinz prepared and packed his first variety, horse- 
radish, 90 vears ago. @ 


Quiet, uncluttered section is Chairman Heinz’ major working area. 


























chief executive’s suite 





All-white effect of discussion area is relieved by 
dark teak conference table and red silk- 
covered chairs. Modern sculptures reflect owner's 
interest in art. Travertine marble floors, deep 
piled rug add elegance. 
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Bold silk-covered panel separates conference 
area from “convenience core” with 
completely equipped bath and kitchen. 
Beyond the utility island is Chairman Heinz’ 
main working area. 


Decor here gives relaxed 
atmosphere for dining. Colors 
are subdued—beige, grey, off 
white. Only vivid note is bright 
yellow silk covering one wall. 


Photographs by Ezra Stoller 














“DATA-SKED™ 


A NEW METHOD of schedul- 
ing or controlling TIME and 
COSTS! 


For Systems with or without 


AUTOMATION. 

UTILIZES uniform low cost 
80 or 90 column tabulating 
card documents — blank or 
prepunched. 


A new use of card docu- 
ments suspense — 
no need to create duplicate or 
other transcribed cards. 


while in 





Check reconciliation in a large bank 


ELIMINATES non-integrated tickets, pegs, forms or any other extra | 
devices. 


Flexibility of design permits custom construction to your individual 


requirements. 


For Further Details write to Data-Sked Division: 
C. H. STORRS & ASSOCIATES 


Management Engineers 


Progress Building > 


11101 Frankstown Road . 


Pittsburgh 35, Pa. 


(Circle number 167 for more information) 





NO COSTLY SHELVING NEEDED WITH 


CONVOY “Chem-Board’”’* 


RIGID, PERMANENT, INEXPENSIVE 
record storage FILES 






Chem-Board Storage Files are perma- 
nent. They cost and weigh about 50% 
less than steel; cost less than some cor- 
rugated paper files. They’re shipped 
assembled, ready for use. 
NOW-—smooth, staple-free 
fronts make them suitable 
even for “front-office” use. 
Available in letter, legal, 
check, deposit slip, tab card 
and many other sizes. 


*CHEM-BOARD IS RIGID- 
IZED CORRUGATED BOARD 
PROCESSED TO REMARK- 
ABLE STRENGTH. 


CONVOY, Inc. 


STATION B, BOX 216-M 















CANTON 6, OHIO 
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LEARN TO APPLY 
ELECTRONIC COMPUTERS 
Data Processing needs 
Trained Personnel 
TO: Take a new look at established 
practices 
Devise new systems and 
procedures 
Reduce office costs 
Business Electronics Inc. will help you 
prepare on the job or at home with 
PROGRAMMING FOR 
BUSINESS COMPUTERS 
A Home Study Course designed for 
inexperienced people, developed by 
Business Computer Experts 
Take advantage of BE’s 3 years 
successful experience training 
personnel for EDP 
im Write for Free Brochures: 
BUSINESS ELECTRONICS 
INC. 


Educational Div. 


420 MARKET STREET 
SAN FRANCISCO, CALIF. 
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Business 
electronics 


Computer handles eight 
programs simultaneously 


Parallel processing of job prob- 
lems is a major innovation of the 
medium scale computer devel- 
oped by Datamatic Division of 
Minneapolis-Honeywell. Unlike 
other computers which tackle 
problems in sequence, the new 
Honeywell 800 can handle up to 
eight programs simultaneously. 

This parallel processing fea- 
ture vastly simplifies program- 
ming. Programmers can _ set-up 
work schedules without consult- 
ing others and without interleav- 
ing the operation into one com- 
plex master program. All eight 
jobs on the 800 are automatically 
controlled and go through com- 
putations independent of, and 
unaffected by, one another. 

Low cost is a feature of the 
new Honeywell computer. Rent- 
als range from a low of $11,000 
to $22,300. Outright purchase 
costs are from about $500,000 to 
$950,000. 

The new computer is versatile 
—handling both business and 
scientific computations and lan- 
guage with equal ease. The sys- 
tem is also compatible with other 
makes of peripheral devices. 

Being entirely transistorized 
and modular in design, all equip- 
ment can be housed comfortably 
in 500 square feet. An area of 
1,000 square feet provides more 
than enough room for expansion 
of the system. It consumes just 
one-tenth the power used by 
vacuum tube computers. 

Like the larger Datamatic 
1000, this medium scale com- 


MANAGEMENT METHODS 
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puter has Orthotronic control 
which instantly and automatic- 
ally resurrects lost data and cor- 
rects any errors in main or off- 
line inputs and outputs. 

As evidence of the computer's 
speed, the 800 could process 200 
million job record cards — the 
contents of one mile of 20-drawer 
filing cabinets —in five hours, 
President Walter W. Finke states. 

Stated in actual figures, the 
new brain has a maximum input 
or output rate of 96,000 decimal 
digits per second on each mag- 
netic tape. When computing with 
optimum combination of tapes, 
it achieves a rate of 1,536,000. 
It can deliver 60,000 one-address 
instructions per second. Its mem- 
ory capacity ranges up to 16,354 
words. Data transfer rate is 
140,000 words per second. 

Lead time needed for installa- 
tion of this new parallel proc- 
essor is roughly 18 months. 

For more technical details or 
application data on the Honeywell 
800 computer, circle number 294 
on the Reader Service Card. 


A Alphabetic intercoupler 
for billing operation 


A new Intercoupler, intro- 
duced by Systematics, Inc., al- 
lows automatic recording, on 
punched cards or paper tape, of 
alphabetic data which is indexed 
on a Burroughs billing machine 
keyboard. 

With this B 445 unit, names. 
addresses, catalog numbers and 
item descriptions can be trans- 
lated automatically to computer 
language. 

For further details, circle number 
253 on the Reader Service Card. 


Automation cuts 
distribution costs 


An automated ferris wheel — 
five stories high — now controls 
warehouse distribution for Diana 
Stores, New York City. Guided 
by an electronic brain, capable 
of 15 million daily decisions, it 
picks up merchandise at the re- 
ceiving dock and distributes it 
to the proper floors and stations. 

This ferris wheel is one feature 
of a system of mechanical de- 
vices and automatic electronic 
controls that receives products 
trom over 2.000 suppliers, directs 
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Beats 
even 
an abacus 
for 
low cost 
fiouring — 
the 
10-key 


Slaloiietols—lola 


listing— 


adding machine 


f meter 
OMpPpto S BETTER PROOUCTS... 


orporation TO BETTER BUSINESS 


1712 N. Paulina Street, Chicago 22, Illinois 


Gentlemen, We don’t use the abacus in our office. I’m more inter- 
ested in how your machine compares with other 10-key 
listing machines. 


Is it true that the Comptograph costs less—yet adds, 
subtracts and multiplies up to 30% faster... with 
single-register, double-register, and wide carriage mod- 
els to fit all needs? If so, send the information to: 

EI incidences 
ND ak ciaclaadiog 
Address 
Zone __. State 
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HE’S DEMONSTRATING 


PLASIISOL 


THE NEW ALL-PURPOSE CARBON PAPER 


One weight, one finish! Plastisol handles.every typ- 
ing requirement with every typewriter. 
Outperforms them all! Plastisol delivers clean, per- 
manent copies with the uniformity you’ve always 
wanted. 

See it in action! Plastisol carbon paper will be dem- 
onstrated without obligation in your office. Write 
or phone for an authorized Columbia representative 
to call. 





COLUMBIA RIBBON & CARBON MFG. CO., INC., GLEN COVE, NEW YORK 
COLUMBIA RIBBON & CARBON PACIFIC, INC., DUARTE, CALIFORNIA 
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their flow through the warehouse 
and out to 208 stores across the 
country. 

As a result of the new ware- 
house system, designed and en- 
gineered by Dasol Corp., Diana’s 
distribution costs will be signifi- 
cantly reduced at present operat- 
ing levels. As volume increases, 
even greater economies will be 
effected, a company spokesman 
states. 

For more information on this sys- 
tem, circle number 268 on _ the 
Reader Service Card. 


Punched card processer 
is moderately priced 





A new low-cost system for 
punched card data _ processing 
has been designed by the Rem- 
ington Rand Univac Division of 
Sperry Rand Corp. 

It is recommended by _ the 





Low-cost punched card system is com- 
patible with other Remington units. 


maker for small companies or 
branches of larger ones to ma- 
chine process such accounting 
work as production control, pay- 
roll, inventory, accounts receiv- 
able and sales analysis. 

The basic system includes an 
alphabetical punch, sorter, al- 
phabetical tabulator and sum- 
mary punch and_ reproducing 
punch. Normal speed is 60 cards 
per minute. 

Cost of the specially engin- 
eered equipment is lower than 
comparable manual systems, the 
manufacturer states. 

For further information on this 
data processing system, circle num- 
ber 303 on the Reader Service Card. 
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your company rs judged 
by the office you keep! 





Cole Steel offices have a personality that 
radiates friendliness plus efficiency. ... 
Scientifically engineered construction, 
handsome styling . . . consideration for 
comfort ... are all combined in Cole 
Steel Office Equipment. Cole Steel fur- 
niture is America’s top selling brand... 
its low initial cost, minimum upkeep, 
and enduring beauty make it the great- 
est dollar value in steel office furniture, 


Send for our latest catalog 





coeeeneeestnnetttanee 


@COLE-STEEL® 


Cole Steel Equipment Co., Inc. « 415 Madison Ave., New York 17, N.Y. 
Canada: 329 Dufferin St., Toronto, Ont. 








Fiow to pay 


branch plant employees 
by wire 


PROBLEM: 


When a branch plant payroll is computed at company headquarters, there is 
usually a time lapse between completion of workweek and issuance of paychecks. 


ANSWER: 


To avoid delay, this company now transmits payroll data to headquarters by 
leased wire, instead of by mail. When the payroll computing is done, the pay- 
checks are transmitted by wire back to the branch where checks are automatically 
written on a special form. 

















Mm |) the past, there 
was a risk that employees might 
not be paid on time at the South 
Point, Ohio, plant of Allied Chemi- 
cal’s Nitrogen Division. Here's 
why: 

The branch plant is 500 miles 
from Hopewell, Va. headquarters. 
The workweek ends midnight Sat- 
urday. Payday is 8:00 a.m. the fol- 
lowing Thursday—a span of only 
24 office hours. This left little time 
margin to ship work records back 
to headquarters, process them and 
dispatch checks by mail to the 
branch. 

To solve the time problem, Allied 
studied various methods of speed- 
ing up interplant payroll proce- 
dures. Direct wire transmission, 
coupled with a single full-scale 
computer system, proved to be the 
answer. 

In essence, this is the new time- 
saving system. By using Friden 


Add-Punches, leased wire facilities 
and a specially designed Standard 
Register check form, the branch 
plant is able to utilize headquarters 
IBM data processing equipment. 
As a result, paychecks now reach 
South Point a full day ahead of the 
deadline. 

Pictured here in detail are the 
steps in the unified flow of the com- 
pletely mechanized central payroll 
procedures. 

In operation since November, 
1957, this streamlined system has 
paid off for Allied in speed and 
greater accuracy. Added bonus: 
timely cost control data on tap for 
management, savs Methods Re- 
search Manager Clifford R. Buys. 

Based on these positive results, 
the system is being extended . to 
the recording and the transmission 
of other accounting, materials dis- 
tribution and sales information be- 
tween the two Allied plants. & 
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at seven or eight lines a minute. 





Utilizing the IBM 650 computer and 

3 auxiliary equipment, the payroll amounts 
are tallied and the registers printed 
automatically. 
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At Allied’s South Point plant, data on timecards is trans- 


Punches. Data then travels the 500 miles to Hopewell 


1 ferred daily to five-channel tape with Friden Add- 2 quarters in paper tape form is converted to punched 
cards on this International Business Machines tape-to- 
card equipment. 





Punched cards produced by the computer are converted back to 
tape, and data for 900 weekly payroll checks are relayed by 
direct wire to the South Point plant. Standard Register form allows 


entry of both check and stub data in one typing. 


Information received by leased line Teletype at head- 
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Printed payroll checks are received on the Teletypewriter 
at the rate of four or five a minute entirely through this 
mechanized method. 




















CRIME 


HAS ITS 





Your locked door is an open door to 
crime if you cannot account for all 
original and duplicate keys. 


By a professional, an amateur, or an 
employee, unauthorized entry by key 
results in millions of dollars’ prop- 
erty loss yearly. 


Inventory « Tools + Records + Plans 
Confidential Information *« Sam- 
ples * Personal Property + Equipment 
Materials * Vandalism + Furnishings 
Supplies + Cash 


STOP LOSS. Control all your keys 
with TELKEE, the only complete, 
positive system of key control. As 
simply as filing correspondence, 
TELKEE insures you against prop- 
erty loss, saves time spent searching 
for misplaced keys, eliminates even- 
tual re-locking expenses. 


From 21 to 2240 key capacities, 
there’s a TELKEE System to fit your 
property. Prices begin at $19.91. 
Savings in time alone will more than 
pay for TELKEE. The value of 
added protection and convenience 
is immeasurable. 


FREE, “The Key To The Whole 
Thing”, your guide to TELKEE 
protection for your property. Mail 
coupon today. 

P. O. MOORE, INC. 


A Subsidiary of SUNROC Corporation 
The MOORE KEY CONTROL System 


PENNSYLVANIA 





GLEN RIDDLE 78, 














P. O. MOORE, INC. } 
‘Glen Riddle 78, Pennsylvania l 
| Please send ‘‘The Key To The Whole Thing"’. 
I'm interested in key control for. i 
| (Type of property) I 
Name 
| Company. | 
| Address | 
| City State | 
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New product survival 
(Continued from page 41) 


to the fact that a company with a 
new product assumes it will have 
clear sailing. Thus the company is 
unprepared if a competitor jumps 
in with an imitation and steals part 
of the market the company was 
counting on. Fighting off such com- 
petition may require a good deal of 
time and money. 

Sometimes unforeseen financial 
problems develop because the new 
product becomes more successful 
than was anticipated. When de- 
mand goes up sharply, new perma- 
nent capital may be required to 
expand production facilities and 
beef up distribution. 

To reduce the risk of inadequate 
financing, experienced executives 
make every effort to control the 
costs of launching a new product. 
But they also prepare in advance 
for all financial eventualities. 


Brains for rent 


® You don't need your own million 
dollar laboratory and a staff of high 
priced scientists in order to develop 
and market a new product. You can 
rent facilities and brains from re- 
search organizations that are in 
business for the express purpose 
of developing and testing product 
ideas. 

Small, medium sized and even 
large corporations use the outside 
research organizations because they 
often find they can get research 
work done faster, better and cheaper 
than they could do it themselves. 

The cost of using outside research 
is not as high as you might think. 
For example, Foster D. Snell, Inc. 
reports that about half of the re- 
search jobs it does for business 
firms cost less than $1,000. 

If you retain an organization that 
has already done some work on 
your particular problem, chances 
are you can get the benefit of this 
work at much lower cost than if you 
sign up a research organization that 
has to start from scratch. 

It is never possible to take all the 
risk out of new product develop- 
ment. But by doing the right kind of 
planning in advance, you can re- 
move a lot of the risk and a lot of 
the cost. Do enough of the right 





things often enough and profitable 
| new products are bound to result. # 
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Reynolds & 
Reynolds Sales 
Representatives 


NEW ENGLAND 
CONNECTICUT, FAIRFIELD: J. M. 
Lashar, D. Savard, CL 9-5204, 
MASSACHUSETTS, CAMBRIDGE: N. 
E. Duehring. W. W. Pearse, S. Straghan, 
UN 4-7044; PALMER: C. Windholz Jr., 
PA 946. 
RHODE ISLAND, PROVIDENCE: L, 
O'Connor Jr., ST 1-3346 
MIDDLE ATL ANTIC 
REM YORK, ALBANY: O. Miller, 
FALO: H. at} Poulton, 
CI 3606; NEW YORK: W. Fox, C. F. 
Roeder, L. Straight, C. H. Swanson, H. 
W. Wishart, G. E. Dorry Jr., R. Constant, 
TR 3-5418; ROCHESTER: E. A. Reyn- 
olds, HA 6-2747; SYRACUSE: J. Gorton, 
HO 3-4802. 
PENNSYLVANIA, NARBERTH: P. 
Burke, D. Gross, T. McKay, MO 4-6190; 
PITTSBURGH: W. G. Fischer, D. R. 
Hixenbaugh, MO 1-0467; WEST READ- 
ING: J. L. T. Aiman, FR 6-1132. 
NORTH CENTRAL 
ILLINOIS, CHICAGO: W. G. Daniel, 
G. H. Dengier, E. J. Endzel, S. C. Morrey, 
3 A 7-6740; PEORIA: B. Crismore, 
INDIANA, FT. WAYNE: W. J. Dyk, 
AN 9459; INDIANAPOLIS: R. D., 
Brown, A. Wisner, WA 6-5605: MUN- 
CIE: H. M. Chaddock, AT 23312. 
IOWA, DAVENPORT: B. Hassel, 6-2933. 
MICH CHIGAN, DETROIT: P. E. Sas ag 
- H. Taylor, T, E. Weaver, B. 
Williams, BR 3-9616; GRAND RAPIDS: 
tA Zimmer, GL 1-3162. 
MINNESOTA, ST. PAUL: J. K. Annett, 
ozenich, MI 5-5525. 
MISSOURI, KANSAS CITY: J. Orwie 
G. Kleban, BA 1- + St. LOUIS: J. L. 
McLeod, PA 6-118 


NEBRASKA, OMAHA: L. L. Rentschler, 
AT 4616. 


QHIO, AKRON: B. Given, FR 6-8621; 
CINCINNATI: E. VanNess. AV 1-3068; 
CLEVELAND: L. M.-O’Connor Sr., 
E. Lee, UT 1-6525; 


M. Price, 534; 
. G. Butcke, N. F. Gregg, L. 
L. Heilig, BA 4-3831; 
O. Sullivan, GR 4-5365. 
WISCONSIN. MILWAUKEE: H. A. 
Jennrich, C. G. Langheck, BR 3-6320. 
SOUTH ATLANTIC 

Pane eee S. © 
EV 7-11 

ATLANTA: G. H. Fowler, 

Smith, JA 2-3377. 

{ARYLAND, BALTIMORE: G. E. A. 
tewart, 3-5766; SILVER SPRING: 
T. Wisner, JU 9-3080. 
NORTH CAROLINA, CHARLOTTE: B. 
- Wilson, ED 4-9425. 


LRG LST, RICHMOND: W. G. 
rcher, -5625. 


WEST VIRGINIA, HUNTINGTON: J. 
H. Holliday, JA 5-8468. 


SOUTH CENTRAL 
ALAM ANIA. BIRMINGHAM: M. H. 
Reisinger, FA 3-3769. 


Fruches, 103-4876 LOUISVILLE: J.. B. 
ughes, JU 3-6 


NEW ORLEANS: M. 
rooks A 5-4513; SHREVEPORT: 
W. D. Martin, 65-3194. 
QALAT OMA, OKLAHOMA cise: €. 
Martin, FO 5-3021; TULSA: F. Pontious, 
WE 9-5508. 
MPHIS: 


ME Fae 
Thompson, BR 22912; NASHVILLE: 
G. W. Sisk, AL 6-8851 
TEXAS, CORPUS CHRISTI: _: &. 
Helm, TU 3-5261; DALLAS: G. B. 
Shafer, H. W. Secker, C. Stewart, es 
7-4627; HOUSTON: G. B. Haggott, R. 
Hendrix, JA 4-2405; LUBBOCK: B 











Hawkes, 
TOLEDO: 


Onzt 


Hassel Jr., 


Stewart, PO 3-1261; SAN ANTONIO: 
W. D. Gaston, PE 3-516 
MOUNTAIN 


COLORADO, DENVER: R. J. Folkman, 
AC ‘2-5440. 

PACIFIC 

CALIFORNIA, LOS ANGELES: J. A. 
Cook, espie, J. Drummond, T. 
Gowran, T I. McKee, A. W. Skelton, 
NO 3-2251; OAKLAND: B. J. Lund- 
quist, TE 2-7156; SACRAMENTO: D. 
Drake, GI 3-5019; SAN BERNARDINO: 
A. G. Cundiff, TU 9-3191; SAN DIEGO: 
J. R. Greene, CY 5-3508; SAN FRAN- 
CISCO: H. F. DuPre, KL 2-2648; SAN 
JOSE: B. Keagy, CY 3-1138. 
OREGON, PORTLAND: A. Bouchard, 
CA 3-5924. 

WASH TON, SEATTLE: W. E. 
Booth, MUESI0. 
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If you’re 
‘out to sea” in 
paper work... 


get on solid ground by consulting one of Reynolds 
& Reynolds expert representatives! They’ve helped 
hundreds of large and small companies simplify 
paper work procedures. Reynolds & Reynolds will 
design business forms to meet your own particular 
requirements... 
into an integrated system which will streamline 
your entire office procedure. Reynolds & Reynolds 


and coordinate these special forms 


DAYTON, OHIO e CELINA, OHIO 





f ‘ 
t 


systems are made up of custom-tailored payrol 
checks, voucher checks, purchase orders, invoices, 
inventory records, production records, letterheads, 
envelopes, customer statements, machine account- 
ing forms, bills of lading, journals and ledgers—to 
mention a few! 

Let a Reynolds & Reynolds representative go 
over your paper work with you... no obliga- 
tion! See list on adjoining page . . . call today! 
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DALLAS, TEXAS ¢ LOS ANGELES, CALIFORNIA 











. BUSINESS FORMS AND 
vt SYSTEMS SINCE 1866 


Also manufacturers of Post-Rite 
Pegboard Accounting Systems 
(Circle number 156 for more information) 
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Tomorrow is Now 
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industry, TRANSAC S-2000 is recognized as the first and finest 
in transistorized data processing. With unmatched speed . 
and incomparable quality, TRANSAC S-2000 is the ultimate 
for accurate, uninterrupted data processing ...a new horizon 
in the state of the art. Philco has the resources and the 
organization to solve your computer problems and assure you 
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Tranaae* §-2000 by PHILCO 


.. First in Transistorized Data Processing 
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PHILCOe 


tial Ml i Government and Industrial Division 
HL iii BO | GR ee 4700 Wissahickon Avenue, Philadelphia 44, Pennsylvania 











HOW TO USE CUSTOMER OPINION 


(Continued from page 38) 


6. General. Adequacy of catalogs 
and data books, helpfulness of pro- 
motion material, and advertising. 

Some industrial sales organiza- 
tions also need to know how they 
stack up against competition in 
other areas like: adequacy of ware- 
housing stocks and service, excel- 
lence of installation or 
engineering, and the like. 

In developing the areas for 
marketing appraisal, don’t forget 
changes and trends in the industry 
your products serve. In industrial 
equipment, for example, price is 
becoming less important as auto- 
mation grows. The importance of 
dependability and low maintenance 
has increased. An engineering vice 
president for a process industry 
said: “We want a good price, but 
were not nearly as price conscious 
as we were 10 years ago. Look at 
those centrifugators. Ten of them, 
and all automatic. If they or their 
control equipment go down, we 
have to explain a $50 a minute bur- 
den rate loss upstairs. So when we 
buy, it has to be for dependability 
and service first.” 


service 


Selecting customer group 

The customer group invited to 
appraise your commercial effective- 
ness must naturally be representa- 
tive. Type and size of company, 
volume of purchase, location, and 
attitude toward your company are 
all obvious criteria for selecting a 
good sample. 

The job isn't done, however, 
when the names of customer com- 
panies are known. The individuals 
you interview should represent all 
the groups who help decide on the 
purchase of your product. 

At least four groups can give you 
valuable information. These are 
purchasing, design and _ develop- 
ment, manufacturing and mainte- 
nance, and general management. 

In collecting data, it’s more satis- 
factory to use an open approach. 
Customer personnel are wary of the 
interviewer from an anonymous 
company; but they will generally 
respond thoughtfully to the repre- 
sentative of a company that wants 
“vour advice on how we can serve 
you better.” Usually a cooperative 
situation can easily be generated 
when the interviewer is introduced 
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by the salesman who services the 
account, 

Detached interviewers are pre- 
ferable. Salesmen or line sales 
supervisors usually won't have the 
unbiased viewpoint required for 
evaluating customer responses. 
Sales staff people who are divorced 
sufficiently enough from line sales 
activities can sometimes be trained 
as interviewers. Some companies 
find that better objectivity and 
more reliable appraisal information 
is secured when personnel from an 
outside organization are used for 
interviewing. 

The interviewer should be skilled 
at steering the conversation into 
meaningful channels without mere- 
ly parroting a list of questions. 

Few customer contacts will be 
able to offer intelligent opinions on 
all the important areas of your mar- 
keting program. The purchasing 
agent, for example, can seldom give 
reliable data on performance of 
your product in the shop. The in- 
terviewer must know your selling 
problems and guide discussions to 
gain the customer representative's 
appraisal in those areas where 
he has responsible and informed 
opinion. 

The interviewer must seek rela- 
tive competitive comparisons, not 
bald statements. With customer 
contacts who give a favorable re- 
sponse, he seeks to find the areas 
where the man feels your competi- 
tion is even better, or vice versa. 
All responses on each marketing 
factor must be rated superior to, 
equal to, or inferior to your com- 
petition. Figure 1 illustrates the 
ease with which these three cate- 
gories can be presented. 


Recording and analyzing facts 


The good or bad opinion of your 
customers changes as sales manage- 
ment plans and programs are put 
into use. Periodic appraisals are 
ways to gauge the effectiveness of 
specific sales programs. Appraisals 
in different districts are ways to 
gauge the relative effectiveness of 
territorial sales efforts. 

Companies that have most suc- 
cessfully used the Customer Ap- 
praisal Method plan specific pro- 
cedures for recording, analyzing 
and presenting data so that both 


time comparisons and geographical 
comparisons can easily be made. 
Relating all responses as pluses, 
zeros Or minuses against the norm 
of competitive practice in each area 
of commercial importance is a prac- 
tical way to show results. With two 
or more customer appraisal reports, 
marketing executives can see just 
what effect their sales program has 
had on customer opinion over a pe- 
riod of time. As customer opinions 
change, these changes can be re- 
corded to show trends and to point 
out competitive danger areas. @ 














STORE ’EM 


PRONT 


FILE EM 


Free your expensive files by transferring your 
old records into low cost Prontos and use your 
expensive steel cabinets over and over again. 


20 DIFFERENT SIZES 
a size for every office record 


LETTER 
SIZE “ ae 
Find out why top companies everywhere use 
PRONTO STORAGE CABINETS for their old rec- 
ords. Fill in the coupon below and attach it to 
your letterhead . . . We will arrange a Pronto 
Demonstration at your convenience. 





—--—-------------} 


| PRONTO FILE CORPORATION 
| 415 Madison Avenue, New York 17, N. Y. 


| () Please send me your latest Pronto catalog. 
| (_] Have your representative call for demonstration. 





| Name = 


| Address 








| City Zone State 
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Stretch Your 
Engineering Budget 


with = 


Filmsort 


Aperture Cards 


Many are the reasons why companies use 
Filmsort aperture cards for engineering 
drawings. 





One company saves enough on its fire 
insurance premium to pay for the system; 
another gets its savings from vault space. 
A third says it is the only way to have 
real security. 


Maybe the fourth has the best reason 
of all—it finds its engineers have more 
time to engineer. You will agree these are 
four good reasons for reading our book- 
let, ‘The Filmsort Aperture Card for Your 
Engineering Drawings and Allied 
Records”. 


The Filmsort Company 
Pearl River, N. Y. 
A DIVISION OF MIEHLE-GOSS-DEXTER, INC. 
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: Wilson & Co., Chicago, til. 


Do Your Storage 
Files “Stack Up” To 


STAXONSTEEL 


TRANSFER FILES? 


You too can save money, valuable floor space 
and increase record storage efficiency with a 
STAXONSTEEL installation. This unique file 
builds its own steel framework as you stack 
them to any height, side by side, conserving 
all space. Sturdy fibre-board files with steel 
framework, modern metal drawer pulls, at- 
tractive Bankers Gray fade-proof finish—your 
best solution to record stor- 

age problems. In five stock 

sizes: Legal Letter, 
Check, Tab Card and 
Freight Bill. 


2 for $10.70 
LETTER SIZE 
PREPAID 

Slightly Higher in the West 





Write for Additional Information 


‘Ske BANKERS BOX CO, Det. mia 


% 2605 North 25th Ave., Franklin Park, Ill. 
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HOW TO TRAIN DISTRIBUTORS 


(Continued from page 34) 


school to one of the best of its kind 
in any industry. 

“We take 20 or 22 men for each 
session,” explains Fafnir’s manager 
of marketing services, Bruce Bag- 
ger. “We meet in a resort location, 
away from the bright lights and 
telephones. But the school is just 
that — a school, not a_loaf-and- 
drunk.” 

The distributors and their sales- 
men arrive at their hotel on a Sun- 
day evening. Waiting for them is a 
check-in envelope explaining the 
school. The first class begins Mon- 
day morning at 8:30 sharp; it ends 
at 4:30—with a two-hour homework 
assignment to be completed that 
evening. Classes continue Tuesday 
from 8:30 to 4:30, with more home- 
work, and Wednesday from 8:30 to 
the wind-up lunch. 

There are coffee breaks each 
morning and afternoon, but sample 
bearings and cutaways, placed stra- 
tegically near the urns, keep the 
conversion centered on study. After 
each lunch comes a quiz, which is 
graded. 

Evenings, when the distributors 
arent doing homework, they are 
meeting in informal but fast-paced 
bull sessions. These supplement the 
formal training and provide invalu- 
able feedback, which helps Fafnir 
evaluate not only its school, but its 
total operations. 

Here, tightly condensed, is the 
course of studies: 

Monday. A half-hour film shows 
how bearings are made in the Faf- 
nir plant; a quick look at the mutual 
responsibilities of company and dis- 
tributor; a few minutes on the nine 
basic steps of successful selling—all 
completed by 10:00 a.m. 

The rest of the day is given over 
to “product line review and appli- 
cations,” focusing in turn on manu- 
facturing processes, design and 
nomenclature, shielding and enclo- 
sures. (Since Fafnir produces the 
nation’s most diversified line of ball 
bearings, its line review serves as a 
catalog of the entire industry. ) 

The day ends with a question- 
and-answer period. 

Tuesday. After reports on the 
homework, the distributors wind up 
their review, then survey product 
information sources and certain de- 
tailed engineering problems, such 


as load rating calculations. This 
fills the morning. 

In the afternoon, they study in 
detail the causes of bearing fail- 
ures. They watch typical failures 
actually occurring—in models, film 
strips and films—and learn how to 
correct needless failures. This unit 
has won Fafnir many accolades. It 
helps distributors improve vastly 
their relations with their customers 
and has a powerful impact on their 
sales. 

The day ends with a study of 
bearing maintenance and handling, 
to help the distributors answer the 
questions asked them by replace- 
ment mechanics. 

Wednesday. The morning is de- 
voted to a study of selling tools 
(advertising, publicity, etc.), an 
analysis of the general market po- 
tential and a review of the full 
course. It ends with a dinner. 

“Morale is immensely high,” 
Bruce Bagger declares. “The men 
sing Fafnir songs and often plan 
among themselves to meet again in 
six months or a year to trade notes. 
You know, you can't buy that!” 

Raymond C. Snow, who teaches 
the school, employs every possible 
audio-visual aid to get his material 
across. Along with lectures and dis- 
cussions, he uses movies, slides and 
film-strips; flannel boards and ace- 
tate flip-over charts; samples, cut- 
aways and display boards; and a 
massive pad of newsprint on which 
he crayons notes during discussions. 

A specially designed electric con- 
sole lets him dim and raise the 
room lights, control his projectors 
and spotlight his flannel board 
without leaving his position in front 
of the class. 

When the school starts, each 
student is given a notebook for 
the course. At important junctures, 
Snow passes out four-color insert 
sheets summarizing key points. 

(The entire course is “zippered” 
so that individual components can 
be used in presentations to pros- 
pects, plant maintenance men, col- 
lege seniors who are job candidates, 
and other groups. ) 

The school was expensive to set 
up, but Fafnir has no doubts of the 
wisdom of its investment. After 
only 35 sessions, Bagger has a file 
of letters well over an inch thick, 
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from presidents and other officers 
of distributorships, thanking Fafnir 
for the school. Nearly every letter 
says, in its own way: “Now we can 
really do a job for you.” 


CASE NUMBER FOUR: Three 
training schools in one 


® Rudd-Melikian, Inc., which man- 
ufactures automatic vending ma- 
chines for hot coffee (Kwik-Kafé ) 
and hot platters, faces the problem 
of diversity in training its dealer- 
distributors. 

These dealers are independent 
businessmen who buy their ma- 
chines direct from the manufac- 
turer, place them in offices and 
plants, and provide maintenance 
and service. Some, especially when 
they are starting out, do their own 
selling and servicing. Others, usual- 
ly those longer established, concen- 
trate on over-all administration and 
hire men to specialize in sales and 
service. 

In its training school, therefore, 
Rudd-Melikian must reach three 
different groups: dealers, salesmen 
and servicemen. It achieves this by 
operating three programs simul- 
taneously, with all three partially 
interlocked. Men in two or three 
programs meet together at times to 
cover certain common topics. Most 
of the time, each group pursues its 
own special interests. 

This five-day three-schools-in-one 
meets at the Rudd-Melikian plant 
in Hatboro, Penna., the first full 
week of each month. The training 
program is a full-time responsibility 
for one man, George Hopf. Other 
company personnel are, of course, 
heavily involved while the school 
is in session. 

Here’s how advertising manager 
Edward A. Wiler, Jr., capsules the 
three programs: 


Dealers. “The basic function of 
this program is to teach dealers the 
management, sales and service pro- 
cedures they need for the successful 
operation of their own companies. 

“The backbone of this program is 
a management handbook which 
contains 10 years of accumulated 
knowledge in every phase of a 
dealer's operations. There are chap- 
ters on the dealer's place of busi- 
ness and operating facilities; on 
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CALCULAGRAPH computes 
and prints ELAPSED TIME 


on job cards Automatically 










pH 
CALCULAGRA' 


GIVES YOU— 
e Accuracy 
e Exact Job Cost Data | 
¢ Production Time 
¢ Department Time 














Calculagraph will fit into your present system. It computes 
and prints ELAPSED TIME automatically on your job 
cards. It eliminates costly clerical time and additional 


equipment—assures 100% accuracy. Furthermore, the 
flexibility of Calculagraph makes it adaptable to any 
system. 
And remember, too, that CALCULAGRAPH | 
¢ is simple to use 
e automatically deducts non-working hours 
(rest periods, lunch time, etc.) 
e is a self-contained unit— 
needs no MASTER CLOCK 


e is used throughout industry the world over 


Get the full facts about CALCULAGRAPH NOW. You’ll 
find that cost and production data can be yours more 
accurately, faster, automatically. 


Write for complete information today. 
Agents in principal cities 


CALCULAGRARH 


309 Sussex Street « Harrison, New Jersey 
MANUFACTURERS OF ELAPSED TIME COMPUTERS FOR-OVER 65 YEARS 
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procurement and handling; on sales, 
location agreements, advertising, 
promotion and public relations; on 
service and route control; and on 
accounting and finance.” 

Salesmen. “A basic text for this 
program has been developed 
through many training classes. It 
covers a complete sales presenta- 
tion, with selling aids and creative 
selling techniques — how to get a 
prospect’s attention, develop his in- 
terest, answer his questions. 

“In this program, the basic 
method of teaching is role playing. 
Salesmen say the creative selling 
techniques—in their own words, of 
course — and so remember them. 
They also learn how to use our 
sales presentation book to their best 
advantage.” 

Servicemen. “Specialists instruct 
the servicemen in trouble shooting, 
preventative maintenance, quality 
control and the importance of good 
servicing procedures. 

“The servicemen learn by doing; 
they travel on routes with skilled 
service personnel right on the job. 
Printed matter is also available—a 
ready reference library which they 
can use back on the job.” 

Rudd-Melikian’s training school 
has helped push the young com- 
pany, in just a dozen years, to the 
top ranks of its industry. It has been 
praised by many leading officials in 
the automatic merchandising field. 
Knowing the benefits the school has 
brought to the company and _ its 
dealers, Ad Manager Wiler com- 
ments thoughtfully: “It is unfortu- 
nate, in a sense, that programs of 
this nature are not more prevalent 
in our industry.” 


CASE NUMBER FIVE: Problem 
solving with no agenda 

@ A few years ago, Esso Standard 
Oil Co. ran across the results of an 
independent survey of dealers and 
distributors throughout the petro- 
leum industry. The survey had un- 
covered a common feeling among 
dealers that Esso management was 
giving only indifferent attention to 
dealer problems. 

Esso moved immediately to cor- 
rect this attitude. One of its first 
steps was to create a dramatically 
new kind of mutual training 
program: a series of informal, 
no-agenda meetings between the 
company’s sales representatives in 
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RUDD-MELIKIAN TRAINING CLASS SCHEDULE 











DEALERS 

Monday Introductory remarks; tour of R-M; explanation of R-M 
coffee units. Lunch. Tour of Kwik-Kafe; distribution; 
explanation of R-M units; cold buffet; milk; review. 

Tuesday Full line vending placement of equipment; 
responsibility of vendor; responsibility of location; types 
of agreements. Lunch. Menu planning. 

Wednesday Procurement; preparation; storage and handling of 
foods, coffee, cold buffet, sandwiches, salads, desserts. 
Lunch. Hot platters; milk; records—cost control, 
inventory control. 

Thursday Management Handbook: your place of business; what 
is required to set up shop; storage and handling; 
requirements and procedures for sanitizing canisters; 
route control. 

Friday Review of installation; procedures and 
management handbook. 

SALESMEN 

Monday (Same as dealers.) 

Tuesday Brief history; potential national locations; testimonials; 
advertising; promotion; publicity; sales tools; films. 

Wednesday Five steps of the selling process. 

Thursday Trial closes; answering objections; 
sales presentations. 

Friday Sales presentations. 

SERVICEMEN 

Monday (Same as dealers.) 

Tuesday (Same as salesmen.) 

Wednesday Five steps of the selling process. Kwik-Kafe of 
Philadelphia; travel routes; tour facilities; help with 
installation if possible. 

Thursday Your job as a route salesman: service procedures; minor 
repairs and presentations; public relations. 

Friday Service information; spare parts; review. 
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the field and its 26,000 independ- FEATURE THAT 


ent dealers and distributors (“re- SPECIAL 

<P OCCASION 
Each meeting has a single pur- 

pose: full and frank discussion of WITH 


any problem, suggestion or com- 
plaint the dealers might have con- 
cerning their business. Any area in 
which they believe the supplier- eee 2 
customer relationship can be im- | Perguade Your 
proved is fair game. 

Separate meetings are held for Workers to CARE 
dealers and resellers, since their 
problems generally are not the about Costs 
same. Ten to 15 men attend each 
meeting. “It is our feeling,” explains 
B. L. Ray, Esso’s vice president 


1r&R 





Whether it’s for 
a plant opening, 
anniversary, or any 
other special event, 
distinctive key 
chains by Irons & 
Russell serve as a 
pleasing reminder to 


Brief, colorful messages deliv- 
ered once a month with pay- 
checks can make clear to your 


for marketing, “that larger groups | employees why itis to thelr iter al your customers, 

would limit full discussion. est to hold down waste and keep ployees. 
A total of approximately 600 costs from climbing. ‘‘Check- . I & R low-priced 
meetings are scheduled each year, Talks” do the job effectively at ie a 
§ : all the crafts- 


negligible cost. Send for sam- 


slightly more than half of them for ‘ie 
‘ ples and prices—no obligation. 


dealers. With the number of Esso 
dealers topping 25,000, only a | 
representative fraction have as yet | ' 


| CHECK TALKS | by , at = 
tC Sa - booklet, ‘‘The Key to 
participated personally, but most Creative Thinking”. 
of the resellers attend at least one 
A 
EE mm A 


manship and quality 
of over 90 years in 
the manufacture of 
fine jewelry. 

Write for our free 





meeting every year. 


IRONS & RUSSELL COMPANY 
Each meeting is conducted by | rou (tae 

the district manager, and higher COMPANY Emblem Manufacturers Since 1861 
echelons are informed in detail of 81 N. Second St., Geneva, Ill. 95 Chestnut Street, Providence, R. I. 
the problems raised, the answers 
given by company representatives 
and the follow-up action which may 
be required. 
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“The meetings cover the entire 
range of dealer-reseller-supplier re- | § a as IT 
lationships,” Vice President Ray ex- 
plains. “They frequently point out O} ad ay | 2) 
areas where improvement on our | && MY 
part is possible and_ necessary.” sp 

A schedule of 600 meetings a EYES! 
vear, plus preparation and follow- 
up, imposes heavy demands on the 
time of Esso’s field management 
personnel. But the company has no 
doubt of the program’s value. Ray 
sums itup this way: | “The Truth About Office Copying Machines” 

“We hoped these meetings’ would 
|) provide a better medium for free tells you how to get perfect copies at lowest cost. All the advan- 
and open discussion of mutual tages and disadvantages of all types of machines on the market, 
problems, and thus eliminate a pos- comparative cost of copies, speed, ease of operation, copy quality 


sible cause of discontent, and 2) | ; ‘ : 
; ; and range. Every businessman s r ’ 
establish a means by which unre- . ge. Every businessman should read it before buying. FREE! 


solved problems would be assured => ——————— — — —— — — — — — — — — -- - 

















the priority attention of the proper : COPEASE CORPORATION 425 Park Ave., New York 22, N.Y. Box MM-3 
management people. DISTRIBUTORS IN PRINCIPAL Gentlemen: I would like to have a 3-day FREE TRIAL of 
“Obviously, if these two objec- | CITIES. REGIONAL OFFICES: CS ey eee | 
sia aie scuhiiniadl aul eas ake | New York, 425 Park Ave. Please send me a FREE copy of “THE TRUTH ABOUT | 
sa é é | Plaza 3-062 OFFICE COPYING MACHINES Gas 
they have been reached—the re- Piso 5 
7 ff a } icago, . LaSalle St. ame___ 
sult is a substantial improvement in | STate 2.1388 fre conmmmammrescs per 88 agure =. | 
the understanding of common prob- | Los Angeles, 3671 W. Sixth $t, Address___ catia tasted altel ae a 
lems and in mutual confidence and | [| _ bunkirk 5-2881 ni » pra | 
» ! on e 
good relations.” & | 1. near tse in snes ll etna ar ee obs eke ent aac tae 
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Reduce seating fatigue with 


RASTETTER Chairs that Fold 


How important is seating comfort in your conference 
rooms and offices? One executive said, “The mind can 
absorb only as much as the seat can endure.” The seat 
cushions of all Solid Kumfort Chairs that Fold are com- 
fortably upholstered to reduce seating fatigue. And you 
can choose from 21] tastefully designed models in five 
finishes for wood and two metallic finishes for magnesium 
chairs. Seventeen attractive leatherette colors. 

The famous steel Hinge and Brace construction 
makes Rastetter Chairs far stronger 
than conventional chairs of equal 
weight. Rastetter Chairs fold flat with 
one simple motion, yet when open do 
not look like folding chairs. Extra 
chairs store compactly; all are easily 
moved. For seating comfort, choose 


Solid Kumfort Folding Chairs. 

















Write today 
for descriptive 
portfolio 
and prices!  FoLps 
FLAT 








Model 481 
Wood and Magnesium Chairs by Magnesium 


LOUIS RASTETTER & SONS CO. 


1344 Wall Street © Fort Wayne, Indiana ®@ Fine Furniture that Folds 
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with Veeder-Root 


VARY-TALLY 


Rejects . . . inventories . . . sales by items... sizes... 
colors ... work-assignments . . . prices . .. whenever you 
need to keep accurate count of details that would other- 
wise be tallied by hand . . . get Veeder-Root’s VARY- 
TALLY, the multiple-unit reset counter that counts 
everything countable. 
Arranged compactly on stands in tiers, Vary-Tally 
® can be supplied in almost any combination or 
\ numbers of counters, right down to single units. 
Write for prices. Veeder-Root Incorporated, 
Hartford 2, Connecticut. 





“The Name that Counts” 
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with DIEBOLD STEEL FILES... 


FOR INACTIVE RECORD STORAGE 


You can’t beat the efficiency and back-to-back to form rigid batteries. 


economy of Diebold Safe-T-Stak steel 
files. They can be stacked ceiling high 
without intermediate supports. They 
lock together vertically against tip- 
ping . . . and lock side-to-side and 


NYLON GL/IDE FILES... 


=e) 


Compared to cardboard files they of- 
ten cost less! ... and increase storage 
room capacity up to 100%! Let us 
demonstrate how records can be filed 
better ... for less! 


FOR TAB CARDS AND ACTIVE RECORDS 


Diebold Nylon Glide Safe-T-Stak Files are so easy 
to operate that many users are standardizing on 
them for active records in general offices . . . with 
marked economy compared to costly suspension 
files. In addition to operating ease, positive locking 
compressors have made Nylon Glide Files popular 
with tab card users everywhere. Mail the coupon 
... today... for complete details. 


DIEBOLD, Incorporated 


Canton 2, Ohio 


Dept. OE-93 


Please send complete information about standard and Nylon 
Glide Safe-T-Stak steel files: 


OFFICE sie 


Wise | 


SERVING BUSINESS FOR 100 YEARS 


MARCH 1959 


(Circle number 164 for more information) 
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ALA. Birmingham—Office Outfitters 
Zac Smith Stationery Co 
Dothan—Hudson Office Supply Co. 
Mobile—Waller Brothers, Inc. 
a — Phoenix—PBSW ae & Equip. 
ucson—Howard & Stoff 
an. Little Rock—Parkin Prtg. & Stat. 
Paragould—tTrice Brothers, Inc. 
CALIF. Anaheim—Anaheim Office Furn. 


& Sup. Co. 
Bakersfield—-Valley Office Supply 
Fresno—Healey & Popovich 


Glendale—Hopper’s Office Furniture 


Los Angeles—Pacific Desk 
Sacramento—Capita! Office Equip. 
San Bernardino—Stockwell & Binney 
San Diego—Austin Safe & Desk Co. 
San Francisco—Beier & Gunderson 
San Jose—Kennedy Bus. Mach. 
Santa Barbara—Ebersole Off. Mach. 
COLO. Denver—W. H. Kistler Stat. 
CONN. Hartford—Barney’s of Hartford 
New Waven—Joseph F. Yates, Inc. 
DELA. Wilmington—Matthews Bros. 
FLA. Bradenton—Bradenton Off. €quip. 
Fort Lauderdale—Dean's 
Thompson Office Equip. Co. 
Jacksonville—Office Equip. & Sup. 
Miami—Blank, Inc. 
Oriando—George Stuart, Inc. 
Pensacola—Pensacola Office Equip. 
Pompano Beach—Raymond H. Kohl 
Sarasota—wWilliams Co. 
Tallahassee—Commercial Off. Sup. 
West Palm Beach—Tucker & Johnson 
GA. Atlanta—Bal!l-Stalker 
Office Supply Company 
Savannah—Kennickell Prtg. Co. 
Thomasville—The Book Store 
IDAHO Boise—Syms-York Co. 
ILL. Chicago—Horder's, Inc. 
Andersen, Riley & Sava 
Marshall Field & Co. 


Monroe Furniture Co. 
Decatur—Haines & Essick Co. 
Edwardsville—E. J. Shepherd 
Forest Park—Oisen’s Office Sup. 
Kankakee—Byron Johnson 
Moline—Carlson Bros. Inc. 
Peoria—Business Equipment Co. 
Quincy—Duniap Typewriter Co. 
Rockford—McFarland Office Equip. 
Springfield—Jefferson Stationers 
Zion—Burgess, Anderson & Tate 

IND. Ft. Wayne—Lewis & Christen 

O'Reilly Office Supply 
Indianapolis—Wm. B. Burford Prtg. 
South Bend—Business Systems 

1OWA Cedar Rapids—Morris Sanford Company 
Council Bluffs—tmarines 
Des Moines—Storey-Kenworthy Co. 
Dubuque—C. F. Cody Company 
Marshalitown—Marshal! Off. Sup. 
Mason City—Yelland & Hanes 
Muscatine—Leu Typewriter 
Newton—Newton Office Supply Co. 
Sioux City—Sioux City Stationery 
Spencer—Bergstrom Office Supply 
Waterloo—tatta's, Inc. 

KAN. Hutchinson—Roberts Pg. 
Salina—Consolidated Prtg. & Stat. 
Topeka—Thacher, Inc. 
Wichita—Bauman Office Equip. Co. 

KY. Lexington—Transylvania Prtg. 
Louisville—O’Connor & Raque 

LA. Alexandria—Garrett Off. 2 
Baton Rouge—Louisiana Off. Sup. 
Crowley—Geo. W. Rollosson & Son 
Lafayette—General Office Supply 
Lake Charles—Lake Charles Off. Sup. 
Monroe—Standard Office Supply Co. 
New Orleans—). D. LeBlanc, Inc. 
Shreveport—Castle Printing Co. 

ME. Bangor—Bangor Office Supply 
Portiand—F. 0. Bailey Co., Inc. 

MD. Baltimore 

Modern Stationery Co. 
Salisbury—White & Leonard 

MASS. Boston—Contract Sales, Inc. 

L. E. Muran 

L. J. Peabody Office Furn. Co. 
Framingham—H. M. Nichols & Co. 
Worcester—Paliey Office Supply Co. 

MICH. Battie Creek—Wellever Bus. Sys. 
Detroit—J. L. Hudson Co. 
Kalamazoo—Dykema Office Supply 
Midiand—The McKay Press 
Pontiac—General Prtg. & Off. Sup. 
Sault Ste. Marie—Sault News Prtg. 

MINN. Duluth—Weygant-Goodspeed Co. 
Faribault—The Beltz Co. 
Minneapolis—Miller Davis Co. 

New Ulm—Kemske Paper Co. 
Owatonna—Journal-Chronicle 
Rochester—Whiting Stationers, Inc. 
St. Paul—McClain & Hedman Co. 

MISS. Greenville—Democrat Prtg. 
Greenwood—Fisher Stationery Co. 
Hattiesburg—Standard Off. Sup. 
Jackson—Mississippi Stationery Co, 
MO. Columbia—Central Office Equip. 
Hannibal—Std. Printing Co. 
Joplin—Joplin by 9 
Kansas City—Duff & 

Poplar Bluff—Poplar Blut Printing 


76 


of Burlington, Iowa 


St. Joseph—Brown Transfer & Stor. 
St. Louis—Lammert Furniture Co. 
Sikeston—Scott Office Equipment 
Springfield—E|kins-Swyers 


0 
MONT. Billings—Gazette Printing 


N 


= 


zz 


Great Falis—tTribune Printing & Sup. 
EB. Hastings—Hastings Typewriter 
Lincoin—tatsch Brothers 
Omaha—Orchard & Wilhelm Co. 
J. Elizabeth—Business Furniture Inc 
Newark—Max Blau & Sons 

Herbert L. Farkas Company 
Trenton—Paimer, Trout & Co. 
M. Albuquerque—Strong’s Off. Supp 
. Y. Buffalo—Hoelscher Stat. 
Garden City--). S. McHugh, Inc 
Mineola, L. 1.—D. Waldner Co. 
New York City—A. Blank Co. 

Business Ecuipment Sales Co. 

Clark & Gibby, Inc. 

Commerce Desk Co. 

Driver Desk Company 

Chas. J. Lane Company 

Metwood Office Equipment Corp. 

Pearl Desk Co. 

Regan Office Furniture Co. 

A. Pearson's Sons, Inc. 
Niagara Falis—George H. Courter 
Olean—Standard Equipment Co. 
Rochester—Heinrich-Seibold Stat 
Syracuse—J. Hillsberg Safe Co. 
Utica—Genesee Office Equip. Co. 


N. C. Chariotte—Pound & Moore Co. 


Fayetteville—Fayetteville Off. 
Greensboro—Kinney-Keesee Sup 
New Bern—Owen G. Dunn Co. 
Raleigh—Capitol = Co. 
Edwards & Broughton Co 


N. D. Bismarck—Gaffaney & Shipley 


Fargo—Gaffaney's Office Speciality 
Grand Forks—Gaffaney's Off. Spec. 
Minot—Gaffaney’s Minot Stationery 
Wahpeton—Globe-Gazette Prtg. Co 


OHIO Akron—Summerville's 


Canton—Office Equipment Co. 
Cincinnati—Globe Office semen 
Cleveland—Randolph Desk i 
Columbus—F. J. Heer Printing Co. 
Dayton—Archie Sherer Co. 
Elyria—Lorain County Stationers 
Findlay—Evans Typewriter Co. 
Toledo—Newell B. Newton Co. 


OKLA. Ardmore—National Off. & Bank 


Supply 
Bartlesville—Bartlesville Stationery 
Lawton—Southwestern Stat. & Bank 


Sup. 
Oklahoma City—House of Wren 
Ponca City—S’western Stat. & Bank 
Tulsa—Scott-Rice Company 

Tulsa Stationery Co. 


ORE. Eugene—Koke-Chapman 


Portiand—Kubli-Howell Co. 


PA. Allentown—Roya!l H. Eckert 


Easton—Stotz Office Equip. Co. 
Erie—Rider Office Equip. & Sup. 
Gettysburg—Gettysburg Furn. 
Harrisburg—Cole & Company 


New Castie—Castie Stationery Co. 
Norristown—D. M. Feldman, Inc. 
Philadelphia—A. Pomerantz & Co. 
Pittsburgh—General Office Equip. 
York—H. G. Bancroft 

1. Providence—Providence Paper 


Sioux Falls—Midwest Beach 
Columbia—A. Hines McWaters 


R. 
S$. D. Rapid City—Western Stationers 
S. 
T 


Cc. 
ENN. Chattanooga—Office Equip. 

Memphis—S. Toof Company 
Nashville—Hessey Prtg. & Stat. 


TEX. Abilene—Abilene Prtg. & Sta. 


Amarillo—S'western Stat. & Bank 


Supply 
Austin—The Steck Company 
Beaumont—E. Szafir & Son Co. 
Corpus Christi—John H. Yochem Co. 
Dallas—Clarke & Courts 
El Paso—Norton Brothers 
Fort Worth—Stafford-Lowdon Co. 
Houston—Clarke & Courts 
Lubbock—The Baker Company 

Midiand—The Baker Co. 
San Antonio—Maverick-Clarke Lith 
Tyler—Hixson & Ellis 

Story-Wright Company 
Waco—Hhill Prtg. & Stationery Co. 
Wichita Falls—Buchanan Stationery 

UTAH Ogden—Weber Office Supply 


Salt Lake City—Utah-Idaho Schi. Sup. 


WASH. Seattie—Bank & Off. Equip. 


Tacoma—Puget Sound Office Equip. 
W. V. Charleston—S. Spencer Moore 
Huntington—Standard Prtg. & Pub. 
WIS. Appleton—Sylvester & Nielsen 
Green Bay—Stuebe Binding & Prtg. 
LaCrosse—Swartz Office Supply Co. 
Madison—Frautschi’s, Inc. 


Oshkosh—Scharpf’s, Inc. 
Sheboygan—Office Supply & Prtg. 
Wausau—Lippin Office Supply 
WYO. Casper—Prairie Publishing 
WASH., D. C. Chas. G. Stott & Co, 
CAN. Calgary, Alberta—Northwest 
Whole. Furniture 
Vancouver—Brownlee Off. Outfit, 
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City of Jacksonville, Florida 
Agency: Newman, Lynde & Associates, Inc. 
The Leopold Co. fia 
Agency: The Biddle Co. 
State of Minnesota, Dept. of 
Business Development 
Agency: Bozell & Jacobs, Inc. 
Monroe Calculating Machine Co., Inc. .. 
Agency: L. H. Hartman Co., Inc 
P. O. Moore, Inc. 
Agency: Lee Ramsdell & Co., Inc. 
National Cash Register Co. 
Agency: McCann-Erickson, Inc. 
Paper Div. 
Office Machine Div. 


National Truck Leasing 
Agency: W. S. Kirkland Adv. 
Nekoosa-Edwards Paper Co. 
Agency: The Cramer-Krasselt Co. 
The Office Management Assoc. of Chica 
Agency: Foote, Cone & Belding 
Orlando Industrial Board 
Agency: Robert Hammond Adv. 
Oxford Filing Supply Co. 
Agency: Kelly, Nason, Inc. 
Personnel Materials Co. 
Agency: Grimm & Craigle, Inc. 
Philco Corp. 
Agency: Maxwell Assoc., Inc. 
Photostat Corp. 
Agency: The Rumrill Co., Inc. 
Pitney-Bowes, Inc. 
Agency: L. E. McGivena & Co., Inc. 
Mailopener 


Scale 
Polaroid Corp. 
Agency: Doyle, Dane, Bernbach, Inc. 
Pronto File Corp. 
Agency: Daniel & Charles, Inc. 
Louis Rastetter & Sons Co. 
Agency: Bonsib, Inc., Adv. 
Remington Rand 
Agency: Paris & Peart, Inc. 
Reynolds and Reynolds 
Agency: Weber, Geiger & Kalat, Inc. 
Rol-A-Chart Division 
Agency: Conley, Baltzer & Steward 
Royal McBee Corp. 
Data Processing Div. 
Roytype Supplies 
Agency: Young & Rubicam, Inc. 
The Sheraton Corp. of America 
Agency: Batten, Barton, Durstine & Osborn, Inc. 
Simmons-Boardman Pub. Corp. 
Agency: Albert Frank Guenther Law Inc. 
C. H. Storrs & Assoc. 


Stromberg-Carlson 

Agency: The Rumriil Co., Inc. 

Tampa, Florida Chamber of Commerce 
Agency: R. E. McCarthy and Associates, Inc. 
Lloyd-Thomas Co. 

Agency: Klau Van Pietersom Dunlap, lnc, 
U. S. Rubber Co. 

Agency: Fletcher D. Richards, Inc. 
Underwood Corp. 
Agency: William Esty Co. 
Veeder-Root, Inc. 
Agency: Sutherland-Abbott Adv. 
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For more information on any advertisement or keyed editorial 
item, fill out the card below, circle the oppropriate key num- 
bers, detach, and mail. We pay the postage. Please use card 
number 1 first. Key numbers appear under most advertise- 


ments. 


SSSSHSSSSHSHHSHSSHSSFSSeGGRBEZSRtBSZR Been EBRneeeeeeeenaaeecaece 


FREE READER SERVICE CARD 














100 101 102 103 104 105 106 107 108 109 110 111 
112 113 114 115 116 117 118 119 120 121 122 123 
124 125 126 127 128 129 130 131 132 133 134 135 
136 137 138 4139 140 141 +142 #143 «#41144 #+145 #4146 = 147 
148 149 150 151 152 153 154 155 156 157 #+158 + #159 
196 197 198 199 200 201 202 20 204 205 206 07 
208 209 210 211 212 213 214 #218 216 217 #218 219 
wee aa4' 222 223 224 225 226 227 226 229 230 231 
232 233 234 235 236 237 238 239 240 241 242 243 
244 245 246 247 248 249 250 251 252 253 254 255 
256 257 258 259 260 261 262 263 264 265 266 267 
268 269 270 271 272 273 274 275 276 277 278 «279 
280 281 282 283 284 285 286 287 288 289 290 291 
292 293 294 295 296 297 298 299 300 301 302 303 
2 MAR. PLEASE PRINT 
a eer rer 
ees Si Wks & Budo bo ood SOB 6404 0K ehiwsterceveed 
CR a6 eis: 8-os 0 00 064s Sad DAES A ES OOK MD OO wee EEe COWS Bae 84 
ES Tbh 4 ahde we wees dene beso code edie end deawewesn wer 
City zx tate 
Number of employees in your firm 
Type of business 
Send Management Methods for one year at $5.00 
Bill me Bill company 
SSSSSSSSSSSSSSHHSSSSHHSSESSESSSESSHSESESSASESSHHHOESEEEEESAREASES 
100 101 102 103 104 105 106 107 108 109 110 117 
112 113 114 115 116 117 118 119 120 121 122 123 
124 125 126 127 128 129 #4130 131° «132«6:1330«2134~«=«135 
136 137 138 4139 #140 141 «+142 #+143 #144 #+%145 146 147 
148 149 150 151 152 153 154 155 156 157 158 159 
196 197 198 199 200 201 202 203 204 205 206 207 
208 209 210 211 212 213 214 215 216 217 218 219 
220 221 222 223 224 225 226 227 228 229 230 231 
232 233 234 235 236 237 238 239 240 241 242 243 
244 245 246 247 248 249 250 251 252 253 254 255 
aae 62570~=Oo25 259 260 261 262 263 264 265 266 267 
268 269 270 271 (a 243 274 278 276 BFF 276 29 
280 281 282 283 284 285 286 287 288 289 290 91 
292 279% 294 295 296 297 298 299 300 301 302 30 
T MAR. PLEASE PRINT 
ES 
Title 
Company 
Address 
City ‘ ta 
Number of empl yvees your firm 
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Bill company 


Send Management Methods for one year at $5.00 


Bill me 
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Leopold 


First imp 
business and | 
Leopold fi 
room, confer 
black wa 
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For complete 











ypold gives you a warm reception 


irst impressions are lasting ones. That’s why so many leading 

ss and professional men prefer the welcoming warmth of 

opold furniture—genuine black walnut. Whether it’s for reception 
, conference room or executive office, the friendly feeling of 

ack walnut, fashioned by Leopold, inspires contidence. 


[¢ also shows your extreme good taste. 


omplete office planning, see your nearest dealer—listed on the facing page 


CRAFTED IN THE HEART OF THE BLACK WALNUT REGION 


(Circle number 122 for more information 
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MODULARS| 


Work assent 


If youre 
thinking about 


NEW OR 
M O D K RNIZ KE D —you need the kind of aid that’s in this booklet... 


practical suggestions for planning each work station... 
O FFIC K Ses —_ photographs and floor diagrams that show how to 
“find” space...and create a smart, modern environment. 
You need it now. 
Write (on your business letterhead) to 
Art Metal Construction Company, Jamestown 8, N.Y. 


The nation’s leading 
designer and 
re ata manufacturer of 
ROAR NSCOR 


(Circle number 148 for more information) 








